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G FEATURE in SHOES 


Comfort For Customers y & 4  =Profits For You 


A new idea in bottom fillers, CORULYTE of- 
fers the public the kind of walking ease they 
have long sought. It’s a plastic composition, 
a skillful blend of cork and latex, especially 
designed to eliminate the ordinary defects 
prevalent in other type fillers. Unique in its 
flexibility, CORULYTE permits a resiliency 
—a cool breatheability that instantly pleases 
even the most exacting of comfort seekers. 


Sales of CORULYTE filled shoes are quick 
and easy, because the customer is sold from 
the first step. CORULYTE keeps them com- 
ing back, too, because its exclusive com- 
fort features hold up over longer periods of 
wear. Next time make it a point to specify 
revolutionary CORULYTE in your orde: 


It has the ability to break down customer 


resistance that provides just the impetus 
you need for a Big Year. 


The GENERAL TIRE AND RUBBER COMPANY 
Mechanical Goods Division, Wabash, Ind. 





CORUFLEX FOR PRE WELT AND PLATFORM SHOES 


In sheet form, CORUFLEX incorporates all the superior advan- 
tages of CORULYTE. Write for sample to show customers. 
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BOOT AND SHOE RECORDER 


J. J. McBRYAN, vice-president 
and treasurer of J. Edwards & Com- 
pany, Philadelphia, Pa., says: 

“I want to congratulate the Boot 
AND SHOE RECORDER on the splen- 
did editorial ‘Is This War Defense 
or Another Social Experiment?’ It’s 
just so full of good common sense 
and hits ‘em right between the eyes. 





“Just because we suddenly de- 
cided to prepare our defenses and 
appropriated large sums for this 
purpose, so many of our shoe 
brethern thought after that we press 
a button and our boys and girls 
immediately become dressed in blue 
or khaki. The result, in their minds, 
customers lost for Fall selling. 

“The manner in which large out- 
lets have placed their Fall business 
substantiates every word in your 
editorial and sure as sunrise, they 
will be clamoring for shoes when 
it’s all too late to produce them in 
time. 

“A few smart operators ignored 


ot the 


| 
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all this hysteria and bought even 
heavier than last season, but thev 
are so very few. 

“The defense system needs mech- 
anized equipment—the shoe busi- 
ness men with courage.” 

7. - * 
Hi ERBERT N. LAPE, president of 
The Julian & Kokenge Company, 
before the annual meeting of the 
Ohio Commercial Secretaries Asso- 
ciation, at Canton, Ohio, said: 

“Arms and materials cost money. 
They will cost us more than they 
would cost any other nation because 
we pay the highest wages of any 
nation on earth. The President has 


assured that all these things will 
be accomplished without any break- 
down in the social gains made. 
This, of course, applies among 
other things to the short working 
week. 

“Let us hope, for the sake of na- 
tional welfare, that the National 


Labor Relations Board doesn’t take 
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a notion to put the army and navy 
on the 40-hour week. It would be 
extremely embarrassing if the 
whistle blew just as the enemy was 
making an advance. 

“It is highly essential that Con- 
gress, which has appropriated the 
funds and is now seeking means of 
raising them, sees that the money is 


spent to the best advantage. This 
thing of writing out blank checks 
and letting the money go accord- 
ing to the discretion of the Presi- 
dent is enough to occasion distrust. 
“Let’s see to it that our airplanes 
are built without regard to whether 
the building thereof will enable the 
administration to carry a certain 
congressional district. Let’s make 
sure that our anti-aircraft equip- 
ment and our cannons and our air- 
ports are arranged for without con- 
sidering whether they will help get 
some favorite into a senate seat. 
“We have had billions for politi- 
cal aggrandizement—now let’s have 
a few billions for national defense.” 





[8] 


MIRIAM L. EGGERS, training 
director of Wm. Hengerer Co., Buf- 
falo, N. Y, says: 

“Which is more important to the 
store, to sell merchandise or to help 
the customer buy merchandise? 
When salespeople ‘sell merchandise’ 
they move it out of stock; they get 
it off the shelves; they get a sale on 
their books. When salespeople help 
customers to buy merchandise, they 
first of all recognize the customer's 
needs or problems. 

“If we are to retain salespeople to 
recognize and meet the customer's 
needs we will have to revise the 
usual salesmanship courses. As 
salesmanship has been taught, it 
generally includes the steps of the 
sale: the approach, showing the 
merchandise, talking about the mer- 
chandise, eliminating merchandise 
that the customer doesnt like, 
closing the sale, and types of cus- 
tomers. 

“It seems to me that such teach- 
ing technique is bringing a purely 
academic approach to a completely 
unacademic problem. The empha- 
sis is being placed on the mechan- 
ics of making the sale, rather than 
on the customer.” 





GSLENN’S SHOE STORE in Whit- 
ing, Ind., writes: 

“We believe that salesmanship 
can begin to sell or move better 
shoes in the higher class field. Most 
individual merchants and _ their 
salespeople are still depression- 
conscious, but the public is ready 
and willing to buy better merchan- 
dise if we, the merchants and sales- 
people, just will try to sell them.” 

” . . 


THE National Retail Dry Goods 
Association, in releasing their Fall, 
1940, Basic Ensemble Color Card, 
says: 

“Because Mrs. America’s clothes 
this Fall are destined to reflect a 
trend to the simple, more restrained 
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MIND YOUR BUSINESS 


—Grey Matter (published by Grey 
Advertising Agency, Inc.) tells us 
that 52°, of toothbrushes are sold 
through outlets other than drug 
stores. 

—And the drug store was the orig- 
inal — and natural — outlet for 
toothbrushes. 

—Here in New York City a chain of 
cigar stores recently began to ex- 
periment with a line of men's shirts, 
shorts and such like, in order to 
increase store traffic and create 
additional purchases. 

—We also heard rumors some time 
ago to the effect that a great gro- 
cery chain was flirting with the 
idea of opening a "shoe corner" 
in each one of its stores. 

—If this policy of treading on the 
other fellow's trade toes keeps up, 
where is Mr. Shoe Merchant going 
to get off? 

—Possibly he should consider the ad- 
visability of featuring a line of 
canned goods, or household uten- 
sils or aspirin tablets. 

—The latter might be useful, be- 
cause we're all going to get head- 
aches if we don't mind our own 
business. 

—The other fellow's pasture may 
seem greener than yours, but be- 
ware of poison ivy if you do any 
exploring in his territory. 


SU Ten 


President 





and less ornately trimmed side of 
fashion, the colors, too, will be less 
flamboyant than in other seasons 
past. With coat and dress types 
simple and wearable, accessories 
will provide the formality and color. 
Coats will be fairly subdued in 
color, except for the casual and 
sports type, but dresses will provide 
the bright notes. Shoes will tend to 
be dark, matching or biending with 
the costume itself. The ladies’ hats, 


too, will be dark, largely black, 
early in the season, but color will 
increase in importance in millinery 
as the season progresses.” 

om 7” = 


S. L. BONN, shoe buyer for Cap- 
well’s Fashion basement, Oakland, 
Cal., says: 

“Everything in our shoe depart- 
ment displays is shown for a rea- 
son. And the reason is given in a 
compact form on the cards with 
each display. In children’s shoes, 
for instance, a sign reading: ‘Im- 
portant feet need good fitting shoes. 
Long-wearing, all leather shoes,’ at- 
tracted no end of favorable inquiries 
from mothers interested in good 
fitting, long-wearing footwear for 
their offspring.” 

* * 7. 
MIRS. HARRIET RINAKER 
HOWE, in charge of consumer edu- 
cation, American Home Economics 
Association, Washington, D. C., 
says: 

“Women’s economic value to her 
family is no longer as a producer 
of goods for family consumption 
or as an overseer or director of 
home production. Her value de- 
pends upon her ability to determine 





how the assets of the family (mostly 
money) can best be used to meet 
their needs, (choice making); to 
shop the market to find the goods 
best suited to their needs at the 
price she can afford to pay; to pur- 
chase them most efficiently as to the 
time, as well as money, spent; and 
to use and care for them so as to 
get the most satisfaction from them. 

“Being Americans, women here 
want to be free to exercise a little 
private enterprise of their own in 
performing these functions. They, 
like businessmen, have a bit of rug- 
ged individualism in their make-up. 
They believe that they, and not their 
merchants, must decide what their 
familities need, and the relative im- 
portance of this item to that at this 
particular time; whether the ‘price- 
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less ingredient’ to them, in a par- 
ticular purchase, is durability, style, 
or emotional satisfaction. 

“For reasons which it is difficult 
for consumers to understand, it is 
not customary to market consumer 
goods on a factual basis. Markets 
are flooded with most enticing mer- 
chandise—far more than the fami- 
lies to whom it is displayed could 
possibly buy. The desire to buy is 
present—the goods are there—but 


2 
4 
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LS: 
SS 
no one has enough money to buy 
some of everything and to learn by 
trial and error what is best for 
them. Nor would that be a defens- 
ible practice, even if one could af- 
ford it. Before we invest—in shoes, 
sheets, or canned tomatoes — we 
want to investigate. At present, our 
investigation fails to turn up all the 
facts. 

“The consumer movement repre- 
sents primarily an honest effort to 
become literate and competent buy- 
ers. It is obvious that free com- 
petition which is a basic principle 
in our democracy, cannot function 
unless buyers are able to distinguish 
between kinds of merchants as well 
as kinds of goods.” 

* * 





@. B. SWANSON, of W. J. Hol- 
lands Company, Delta, Colorado, 
says: 

“We have built a shoe business 
in a small town by staying above the 
price war and really trying to fit 
shoes. It’s the only way to make a 


profit and stay in business.” 
- o * 


Hi, T. HUNGERFORD of the A. 
C. Clayton Printing Company, St. 
Louis, Mo., says: 

“I hope that the Boot anp SHOE 
RecorDER will not ease up on 
pounding the story of keeping in- 
dustry free, as this is one of the 
most vital issues in America today, 
and that is making a big statement. 
To open up the channels for free 
industry, allowing business men 
who know how to run business take 


the reign and let the government 
follow these industrialists who have 
proved their ability, is most essen- 
tial.” 





PPAUL A. SPERRY, who for years 
was faced with the problem of 
standing upright on a rolling, wave- 
tossed, spray-drenched boat deck, 
designed a rubber sole with a rub- 
ber bottom consisting of an ingenius 
cutting of about 4000 rubber zig- 
zags, which provide a suction and 
squeegie action. It was first broughi 
out as a canvas yachting oxford. It 
progressed to a pattern of an elk 
leather moccasin, then a high rub- 
ber boot, then a rubber sandal (the 
latter for wear in shower or locker 
rooms). Now the new sole is de. 


veloping into a service boot for use 
in dairies, factories and _ plants 
where slippery underfooting is part 


of the day’s work. 

Thus the TOP-SIDER principle 
has grown from its simple origina! 
use of a yachting shoe. 


‘THEODORE G. MAYER of C. B. 
Mayer Company, Wausau, Wis.. 
says: 

“I am glad to note that shoe 


styles are again gradually approach- 
ing the stage where they reflect the 
credit that is due to the manufac- 
turers who make them. It seems 
that the past era of freak and abor- 
tive fads is giving the ‘go sign’ to 
a new era of basically sound, in- 
telligently designed, Americanized 


@)N Buying a Shoe 


Oh dear, oh dear, what shall I do? 
It is so much trouble to buy a shoe. 
the price is too high; 
the heel is sky high; 
the heel is too 


I go to Jones’ 

I go to McHenry’s 

I go to John Flarety’s 
low; 

I go to Ben Jensen's 
toe. 


they all pinch my 


& * * 


Beg Pardon, what is that you say? 
There is a wrong, and there is a right 
way 
To build a shoe and to sell it, too. 
* * «@ 
Perhaps you are right, I'll try it out 
And see for myself what it’s all about. 
Ah! that feels better. I'm glad I came 
To where fitting a shoe means more than 
just name; 
Where men understand what you need for 
your foot 
And do not just sell to get sales in their 
book. 
Epona GEORGE. 


“Ever since the Rodeo, Barkley's sales have picked up.” 





O. A. Kohl, men’s 
shoe buyer at the 


himself and through 
personal interest in 
his customers gains 
many friends for the 


store. 


Personal Contaet 
Wins Customers 


@NE of the most attractive men’s shoe departments in 
the state of Ohio is in the store of B. R. Baker Company, 
1001 Euclid Avenue, Cleveland. The Baker department 
is a place where men of taste like to gather for their foot- 
wear purchases. Bright, stylish, cool and comfortable 
sums up the general atmosphere. Beyond that there is a 
wide stock of high quality shoes and displays that in- 
spire the “desire to own.” With such a department as a 
background, O. A. Kohl, shoe buyer, and his trained 
force of salesmen reach out with a personal appeal for 
business. People like the friendly, thoughtful attitude 
of Baker salesmen. 

The department itself is located at the rear of the first 
floor beyond the men’s furnishing departments. Above 
the shoe department entrance are the silhouetted letters 
which spell out “Florsheim Shoes.” All woodwork in 
the department is of blond walnut, including the walls 
and fixtures. Light wood chairs with red, green and 
brown upholstering blend in and add a touch of color. 
Bright, fluorescent lighting in cases and wall niches sets 
forth the footwear prominently. There are a half dozen 
of these sizeable niches carefully spaced about the de- 


partment. In between are the draped doorways to stock 
rooms, offices, etc., while full length mirrors are located 
on either side of the department proper. Other sun tan 
mirrors are located on either side of the entrance and 
across the top as well, bringing rich reflections. Dis- 
play ledges and the soft green plush carpeting add to 
the effect of the room, while square ceiling lights pro- 
vide the general illumination. At the left of the depart- 
ment is the wrapping window, the shoe department office 
and a large elaborate shine stand and service area. Ait 
conditioning assures comfort on the hottest days. 


eB UST as attractive as the department itself are the mer- 
chandising methods employed here. Mr. Kohl, shoe 
buyer, believes in the personal touch and he has estab- 
lished a consistent contact with customers by phone and 
mail. Each member of his sales force is expected to 
write five cards per day and turn them in once a week, 
usually by Thursday. They are then mailed out to reach 
the customers on Friday, so as to get the full effect of 
week-end shopping. The names are hand-picked from 
the customer file cards, of which the department boasts 
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©. A. Kohl, Men’s Shoe Buyer at B. R. Baker Company's 


Store in Cleveland, Trains 


Mis Salesmen to Send Out 


Cards and Use the Telephone, While the Department 


Backs Up Their Efforts With 


some 30,000. When sales or special events occur, cards 
are sent to all active customers. 

One of the most novel and successful mailings the de- 
partment ever made occurred this Spring when a new 
stunt was tried. At that time, prior to April 15, all cus- 
tomers who had purchased sport shoes the previous sea- 
son were listed. To these individuals the department 
sent a letter bearing a card with a pair of white sport 
shoe laces attached. The message on the card thanked 
them for their business the previous season and sug- 
gested that the store had a full stock and that it might 
be advantageous to come in early. Meantime, the laces 
were being sent with the store’s compliments. 


THAT first mailing of shoe laces went to about 500 
men who had bought sport shoes the previous season. 
So successful was the idea that Florsheim adopted it for 
nationwide use. Since that time, Baker’s has been send- 


Carefully-Planned Publicity 


ing shoe laces about one month after purchases are made 
and the list is flagged for that purpose. The department 
also makes a practice of giving laces away to customers 
who come in, or in fact, anyone who comes in and asks 
for them. According to Mr. Kohl, it is an excellent good 
will building idea and the laces only cost about a penny 
a piece in large lots. 

If a stranger comes in and asks for shoe laces, they 
are handed to him with the compliments of the store. 
Frequently he has his money out and explains that he is 
not a regular Baker customer. “That's all right,” re- 
turns the salesman, “we hope you will be some time.” 

[TURN TO PAGE 25, PLEASE | 


The attractive men’s shoe department at the B. R. Baker 

Co., Cleveland. Blond woodwork and fixtures and gay 

upholstering and carpeting makes it a bright spot on the 
floor yet maintaining a masculine atmosphere. 





TRY to put your finger on any one or two types of 
handbags this Fall and say, “These are the best sellers.” 
It can’t be done. There’s a demand for many types this 
year and there are many types in the market. Some 
manufacturers report their best business to be in the 
long shallow under-arm patterns. Others point to the 


Three bags for which you will 
have nto difficulty in finding 
shoe affiliates. The long envel- 
ope “Personality” bag is en- 
tirely of faille with striking en- 
graved gold name and is made 
by Friedman-Lobel. i 

houette with pointed top is a 
smart suede and faille combi- 
nation from Browner-Marcus 
The second top handle pattern. 
attractively shirred, is in a 
camel's hair type of fabric and 

i lanbee 


is from E j 


In this smart suede outfit of camel beige, trimmed in 

brown, everything matches from the one piece dress, 

the profile brim hat and wrist length gloves, to the 

large half moon handbag. Entire outfit from Scully of 

Los Angeles. Photograph by courtesy of Lawrence Fash- 
ion Bureau. 


Sellable Types 
in 
Fall Handbags 


Dressy Bags Are Feminine but Not Fussy in 


Deep or Shallow Silhouettes. Black Suede Is 


Popular Early Choice but Smooth Leathers and 
Fabrics Are Also Having Some Play Right Now. 
Plastic and Wood Tops and Ornaments Tie in 


with Shoe Trends. 


deep pouchy bag as the number one choice, claiming 
that the long shallow bag has had its day. 

Very big bags are an exceedingly smart choice, but 
many medium size and even really small bags are doing 
good business. One style house shows the same model 
in three different sizes. This same manufacturer takes 
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Two softly tailored bags in 
smooth surfaces. The long shal- 
low under arm bag is in brown 
simulated calfskin and is 
“Leading Lady” pattern from 
Elanbee. The pouchy bag with 
top handle is in “Permatoned” 
leather, guaranteed not to come 
off or to run when wet. The 
bag is from Morris White. The 
simple, beautifully styled gored 
step-in in a Cordovan Brown 
smooth leather is from John- 


son, Stephens & Shinkle. 


one frame and makes two different models by giving one 
atop handle and the other a back strap. It is the shoe- 
maker’s idea of playing a pattern across the board and 
offers the same selling possibilities. 

There is plenty of variety in tops and handles. In the 
soft pouchy bags, top handles are used and they are often 
softened by little bows, loops, etc. Under-arm bags 
sometimes have handles, sometimes not. One of the 
smartest we saw had a transparent plastic bar supported 
about an inch above the frame by two metal pieces. It 
Was very attractive and easy to hold or to tuck under 


the arm. 


Corduroy, the new smart idea 
for sport clothes, is shown here 
in an ideal back-to-school or col- 
lege bag, generously equipped 
with pad, pencil, etc., from 
Friedman-Lobel. The matching 
corduroy saddle shoe is from 
4. Sandler. For tweeds and 
tailored Fall clothes we suggest 
the “Patchwork” genuine alli- 
gator bag from Martha Lind 
and the matching oxford from 
C. P. Ford. The suede and 
alligator calf moccasin type 
shoe—a very good college shoe 

is from Marshall, Meadows & 
Stewart and shows that the 
“Patchwork” alligator bag can 
be carried with any kind of 

alligator shoe. 


Plastics are increasingly popular and make a nice 


tie-in with shoes—the pump with plastic heel and throat 
ornament, for example, and the bag with a matching 


plastic top. The carved wooden heel and bow ornament 


and the bag with carved wood top or ornament is an- 
other natural in shoe and bag co-ordination. 


Shell tops or clasps mark a certain trend, not strong 


but worth noting. We saw one very smart vanity case 
which had shell across the top and down the two sides. 
The color—the glowing rust tone of deep amber—looks 
well on both black and brown bags and will tie in well 


[TURN TO PAGE 26, PLEASE] 











of preparation for the Fall 
selling season just ahead. If 
you are planning a market trip 
it should be made within the 
next week or two, for Fall sell- 
ing will begin the latter part 
of this month when the back- 
to-school buying starts. 


5 IF you are a little at a 

loss for a good window 
idea for the week why not put 
in a vacation window? Another 
good idea would be an ad- 
vance selling of children's 
school shoes, with a few special 
values to induce parents to buy 
now instead of waiting until 
ofter Labor Day. 


m OF course you have your 

Fall window backgrounds 
or panels all planned by this 
time, but if you have ordered 
any materials for their prepar- 
ation it would be advisible to 
check up and make sure they 
will be available when you 
need them. Do you need any 
new display fixtures? 


DURING this between 

season's period is a good 
time to conserve advertising ex- 
pense, so today's ad for Satur- 
day selling need not be a 
large one. Perhaps a special 
or two, to dispose of close-out 
numbers, and a good leader 
value in women's silk hose, will 


be all you need. 


WHAT sort of a system 

do you have for securing 
the names of new customers to 
add to your mailing list? One 
good way is to prepare a card 
reading “Please Put Me On 
Your Mailing List!" and have 
salesmen hand them to custom- 
ers and ask them to fill them 
out when they buy. 


9 IF any Fall footwear styles 
hove arrived a little story 
about them would be good ma- 
terial for today's advertise- 
ment to Saturday shoppers. 
Another good item to feature 
would be the new hosiery col- 
ors for Fall and Winter. A spe- 
cial or two for "bait" will help 
Saturday's business. 


13 IF you have anything in 

stock to back it up it is 
not at all too early to send out 
« postal card mailing to your 
customer list, telling them 
briefly that new Fall styles are 
beginning to arrive. Do not go 
into detail, but invite them to 
stop in at the store and see 
what is new. 


3 SEE that your windows 

are as interesting as pos- 
sible for the day, to catch the 
attention of window shoppers 
Get your specials up in front of 
course, and if you have any 
small close-out lots that were 
too small to advertise put them 
in the windows with sale price 
cards. 


7 THIS is the day for the 

weekly check of your 
stocks, but it should be an easy 
task, for summer and staple 
stocks should be down to the 
low of the year, and few Fall 
styles have begun to arrive. A 
good time to review your check 
ing system and see if it can be 
improved. 


10 ARE all the salespeople 

posted on the new Foil 
hosiery colors? This is selling 
information that they should 
have to do a good job. And 
they should be reading this 
paper thoroughly every week. 
too, so that they will be well 
informed on the new footwear 
styles for Fall and can tolk 
about them. 





14 MAKE your weekly 

check of stocks todcy, 
setting up your records care- 
fully for the new Fall numb-rs 
that have arrived in the post 
week. You should not hove 
much Summer goods left, but 
if you have, now is the time to 
cut the prices—and cut th m 
enough so that these numb 's 
will sell quick! 
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Calendar for August 


15 HERE'S oa stunt you may 

be able to use some 
day. A southern store featured 
eo “Charity Day” when 10 per 
cent reduction was allowed on 
ony pair of shoes provided the 
purchaser brought in a wear- 
able pair of old shoes, which 
the store later turned over to 
a relief agency. This created 
a lot of interest. 


9 HOW about a letter to 

your customer list this 
week, headed “If There Is A 
Girl or Boy in Your Family That 
ls Soing Away to School Soon." 
A snappy, interesting letter 
pointing out that now is the 
time to begin to assemble the 
school wardrobe will get atten- 
tion in a lot of homes now. 


94 ON these Saturdays 
when a new season is 
starting you always get some 
“lookers" who can be converted 
into buyers if you and your 
salespeople do a good selling 
job. To do that you must know 
all the features of the new 
styles and be able to talk about 
. interestingly. Can you do 
it 


99 THIS would be a good 
day for you to go over 
your plans for September sell- 
ing and make sure that noth- 


1 YOU could well afford 
to use a larger news- 
paper ad today, than you have 
had for some time, with the 
theme “Time To Be Thinking 
About New Footwear.” You 
can dwell upon the fact that 
hools and colleges will soon 
be opening and that Fall is 
near at hand, and tell a little 
about your new Fall styles. 





91 MAKE your weekly check 

of stocks today. Have 
you had the new hosiery colors 
in stock long enough to get any 
guidance from today’s check as 
to how they are selling? A good 
day too, to go into your fixture 
room and give it one of those 
periodic housecleanings, be- 
fore the busy season. 


96 THIS is the week for a 
“Back-To-School"” drive 
for business and it should stort 
with the best selling window you 
can possibly devise. Try and 
get some features in it that will 
make people stop, and look. 
These displays should include 
children's footwear as well as 
shoes for the college ages. 


30 YOU heave two impor- 

tant things to talk about 
in today's ad, and they should 
bring a big Saturday's business. 
One is “Get Ready for the 
Labor Day Holiday!" and the 
other is “Back-to-School”. With 
all this selling ammunition at 
hand it should be easy for you 
to prepare a striking ad. 


17 HAVE you ever thought 

of making up "Footwear 
Wardrobes" for girls going 
away to school? Make up 
groups of several pairs of shoes 
for different occasions, such as 
sports, afternoon, evening, to- 
gether with the right hose for 
each style, and then name one 
price, slightly reduced, for the 
“wardrobe.” 


9 FOR the Fall season 

have a series of small 
case or niche displays around 
the walls of the store, each dis- 
playing a single shoe, with a 
card telling about the style, 
and the price. You'll find your 
chain competitors doing this, 
and changing the displays at 
least once every week. They 
sell shoes! 


97 YOUR "Back-To-School” 
drive will need a good 
mailing piece too, and it should 
mail not later than today. If 
you specialize on children's 
shoes here is your chance to do 
a real selling job. If you need 
some help in the preparation 
of this folder or broadside call 


on your local printer. 


31 YOU are ending the 
month with a Saturday, 
and with everything in your 
favor to make it a good one. 
See that your windows and your 
store interior are as interesting 
as possible, and that everyone 
is on the job, selling every min- 
ute! Have some selling tables 
arranged right up front. 


19 THE display of new Fall 

footwear which you put 
in last Monday should be re- 
arranged today, and doubtless 
you now have enough addi- 
tional new styles so that it can 
be considerably expanded. See 
that some of your display cards 
remind shoppers that it's time 
to buy footwear for college 
girls. 


9 3 TODAY'S newspaper ad- 

vertisement should be a 
qood one. You might head it, 
“Fall Footwear Styles Are Ar- 
riving!" and it should play up 
some of your new styles, with 
some good strong selling talk 
on how attractive they are. The 
new styles are news, and if you 
tell the news well, you'll get re- 
sults. 


98 WHEN you have com- 

pleted your weekly 
check of stocks today give care- 
ful consideration to the condi- 
tion of your school shoes stocks. 
The demand will be heavy dur- 
ing the next two or three weeks 
and if it looks as though ony 
numbers are too low you should 
do something about it right 
away. 











Fitting Corrective Shoes 


I mportant Points Which Salesmen May Advantageously Keep in Mind 


in the Fitting of Growing Boys and Girls, and Particularly when Types 


of Shoes with Corrective Features Are Being Fitted. 


AS shoe fitters know, parents today are demanding 
much more care in the fitting of their children’s shoes. 
Since the statistics that seven out of every ten children 
have some, form of foot defect have been publicized, 
parents have become miore exacting in their demands for 
fitting children’s footwear. Also, the manufacture of 
corrective or “arch supporter” shoes for youngsters has 
rapidly risen in proportion to the demand for more 
efficient fitting. 

There are more technical factors involved in the fitting 
of corrective shoes than with ordinary shoes for children. 
First, such shoes usually contain one or more orthopedic 
features; secondly, children fitted to these shoes fre- 
quently have at least a mildly defective pair of feet, or 
have a healthy pair of feet which the child’s parents are 
determined to keep healthy. And thus, either through 


the advice of their physician or foot doctor, or through 


other mediums such as health articles or advertising, 
there is an increasing buying public of children’s correc- 
tive footwear. Shoe clerks should make a detailed study 


FIGURE | 


Comparison between correct and incorrect last. Dotted 
line shows swing of last too soon, striking 4th and 5th 
toes on outer side and great toe on inner side. 
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A. Wrong “cookie” position. Too far forward for 
line of falling weight. 


B. Correct “cookie” iti th highest point di- 
rectly beneath line of velling weight. 





of the technical factors involved in corrective shoe fit- 
ting, for this specialized field is fast becoming more 
scientific in its demands with each passing year. Fol- 
lowing are a few pointers on fitting corrective shoes for 
children: 

1. THE LAST: this is without question the most im- 
portant factor in the fitting of any shoe. If the shape of 
the last is adapted to the shape of the foot we have the 
major share of a proper fitting shoe. Now this seems 
very simple, but according to surveys and other evidence, 
a large proportion of children’s feet are not fitted to 
proper lasts. A chief fault is that the outer side of the 
last swings inward too soon, thereby impinging the fifth 
and fourth toes. The last may do the same on the other 
side, forcing the great toe over toward the others. (See 
Figure 1.) Proof that such improper lasts are commonly 

[TURN TO PAGE 37, PLEASE | 


for Children 


FIGURE III 
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FIGURE IV 














sized feet. 





FIGURE II 


ene 
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Showing front slant of toe box. Arrow points to great 
toe striking roof of box, although shoe is long 
enough for foot according to stick measurement. 


LQO0O) 


Showing side slant of toe box. Arrow points to great 
toe and 5th toe striking roof of toe box. 





ts 





Comparison of shank length and arch length of same 
(1} Normal. Arch and shank length equal. 
(2) Long heel seat, short arch, long forepart. (3) Short 
heel seat, long arch, long forepart. ‘4) Long heel seat, 
long arch, short forepart. (5) Short heel seat, long arch, 


short forepart. 
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EN the United States we are organizing a state of 
national defense against war and we are beginning to 
study all commodities in the light of their preferred 
status in the event of war or defense emergency. 

It is obvious that a ton of pig iron has more defense 
possibilities within it than a similar weight of confec- 
tions or cosmetics. By the same token, shoes are more 
important than pleasure cars, although trucks may have 
priority over railways in the mobile mechanization of 
the future. 

So, the first undertaking of the National Defense Com- 
mittee is to give priority ratings for industry. That work 
is now being done. The plan is to divide all leading 
industries into different classes and to assign priorities 
to each class. Ratings used in the last war form a pattern 
for this emergency. 

Class I leads with aircraft, ammunition, arms, chemi- 
cals, foods. And so it goes—with tools for killing lead- 
ing in classes I, II, III. We have a feeling that boots and 
shoes, leather and textile, will be elevated out of Class IV 
because in mobile warfare they are far more important 
than their former rating. That is providing the United 
States is in earnest about all this preparation. 


The editor of one of the great industrial journals, says: 
“One of the ironies of our times is that we are now build- 
ing thé greatest war machine on earth in the hope that 
we shall never have to use it. We are preparing to spend 
billions for guns and tanks that we hope will rust and 
fall apart without seeing active service; billions for 
bombing planes that we trust will never bombard an 
enemy; billions for training millions of young Ameri- 
cans for war in the hope that they will never fire a gun 
at a human target or pierce a fellow man with a bayonet.” 


Well, if we approach the emergency situation with that 
sort of thinking, we will build a lot of false scenery for 
the billions invested. We can’t be disinterested because 
geography puts 1000 miles of dirt between a western 
store and the seashore. But we believe this country is in 
earnest and that it will be ready to fight real war with 
mechanized tools superior to any heretofore used. 

If our American way of democracy is threatened, we 
will need every airplane, every gun and every trained 
man—and it won’t be for a chorus boy dance in uniform 
to the tune “God Bless America.” 

Now, if the shoe trade is sincere as to its place in the 


OUTLOON 


What Classification for Shoes? 
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scheme of things, it will protest each and every effort to 
classify shoes under the general category of retailing. 
Shoes are far more important to the soldier, to the 
armed mechanic, to the civilian and all of the men, 
women and children, to be classified with farm imple- 
ments, fire brick, insecticides, laundries, twine, etc. 
Shoes are of greater importance in the new form of war- 
fare and in the total belligerency of nations. If we ever 
do get a serious threat of aggression by foreign powers 
—and we are arming as against that possibility—we will 
need shoes—and mobility comes through the right shoes 
for the right purpose, in the right fitting. 

Some industries are very concerned with their status 
in the event of war and because of impending taxation. 
For example, the jewelry industry is in session this week 
to consider a plan to frustrate the imposition of luxury 
taxes, such as were imposed during the first World War. 
The jewelers are building up the philosophy that jewelry 
is not a luxury, it’s a necessity—part of apparel and a 
contributing factor in the progress and happiness of a 
people. Jewelers want to be considered as part of gen- 
eral retailing. 

A similar movement is being developed in confection- 
ery, cosmetics and amusements. They are all protective 
to the men and businésses engaged. It is true that in the 
last World War all of the non-war products were encour- 
aged to live and contribute. We are not so sure about the 
emergencies of the future—a tougher day ahead. 

There is a lot of preparatory work being done in Wash- 
ington that may have an influence on footwear. Did you 
know that the National Defense Commission has on the 
board a very important woman who serves as Consumer 
Adviser, to emphasize the new theme that in total de- 
fense program, human welfare is equally important as 
tanks and airplanes. 

Here’s what the New York Times has to say about 
Miss Harriet W. Elliott’s work: All citizens must be 
mentally and physically prepared to meet the demands 
which the impart of the world crisis has made upon the 
United States. It is the responsibility of this office to 
know the needs of the civilian population and to insure 
to them adequate supplies at proper prices. . . .” 

[TURN TO PAGE 39, PLEASE | 
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MATCHED 


PAIRS 
After the careful creation of a last style . . . follow-thru L Uw 


with Celastic to reproduce and maintain the toe lines of 
the last. 

In particular, Celastic means flexible tip lines, rigid side 
walls, smooth linings and resistance to moisture, heat 


and wear. 
In the making . . . in the wearing . . . Celastic brings 
satisfaction in matched pairs. VES QUALITY 


BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





Nick Breedveld serves two youthful customers in the 

children’s department of the brothers’ new store. Note 

how the display niche is set low so that the young folks 
can look over the new styles too. 


Nick, left, and Dick Breedveld, owners of the two stores 
which bear their name, wear different colored ties other- 
wise, who can tell, they might be vice versa. 


°TWAS the day after Christmas, in the year 1914, and 
all was quiet in the Breedveld home in Kalamazoo, 
Mich. There was a Christmas tree which was beauti- 
fully decorated standing in the corner of the living room, 
but there were no toys scattered about nor were there 
any toys on the tree. 

The head of the Breedveld home, Mr. Peter Breedveld, 
was pacing the floor as if in great distress. He stopped 
his pacing when he heard footsteps, and turned around 
with an eager air of expectancy. A nurse stood in the 
doorway and in her arms, there was a little bundle. She 
smiled as she said, “Everything’s fine!” 

The worried look disappeared from Mr. Breedveld’s 
face and was replaced by one of joy as he tenderly took 
his first born in his arms. The joyous look turned to 
one of amazement and wonder when a few moments 
later the nurse returned, carrying another little bundle. 
TWINS. 

The twins were given the names Nick and Dick and 
now, at the age of 26, are owners of the shoe store known 
as BREEDVELDS in Kalamazoo, Mich., and also of the 
one by the same name in three Rivers, Mich. As their 
name signifies, they are of Holland descent. Nick Breed- 
veld informed me that his father’s cousin was Consul 
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A DOUBLE 
For 
DOUBLES 


NM . . , : 
Successful in Their First Venture in Kala- 


Mich., the Breedveld Twins Take 


mazoo, 
Younger Brother into Partnership and Start 


New Shop at Three Rivers. Attribute Their 


Success to the Following of Sound Merchandis- 


ing Principles. 


General to the Queen of The Netherlands. The Dutch 
have always been noted for their thrift and cleanliness 
and the twins have been no exception to this well-estab- 
lished custom. 

When they were sophomores in the Kalamazoo High 
School, they started to work to provide themselves with 
spending money. Their work was done so well that their 
employers raised their wages and soon they had money 
enough to buy their own clothes. From that time on, 
they have been self-supporting, a record which any young 
man can well be proud of. [TURN TO PAGE 40, PLEASE | 
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Mr. Jones 
Is Going to Buy an Automobile 


—He won't place his order before Fall, but he is reading all 
the advertisements during the Summer months in order to 
be able to select the right car when the time to buy arrives. 


—Mr. Smith, of the Smith Bootery, is planning to put in two 
or three new lines of shoes for next Spring’s trade. 


—He won’t place his order until Fall, but he’s losing no time 
during these hot Summer days—when he has plenty of time 
to read — to study every issue of Boot and Shoe Recorder 
and learn all the good points about new lines he may buy. 


—SUMMERADVERTISEMENTS MAKE FALL 
SALES. 


—Boot and Shoe Recorder’s five August issues, totaling 
80,000 copies will be read by Merchants, Merchandise 
Managers, Buyers and Sales people (Point-of-Sale), who 
buy and distribute over $500,000,000 worth of shoes every 
year. 
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A Boot and Shoe Recorder Department 





Saving “Lost Sales” 


A continual drawback to the opera- 
tion of a women’s shoe department, 
according to Morris Floun, prominent 
midwestern shoe buyer, is the per- 
centage of “lost sales” which the de- 
partment must contend with at all 
times—sales which might easily have 
been made, but for one reason or 
another are lost out of the department. 

Asking himself the question, “Why 
are so many shoe sales lost when mer- 
chandise and prices are both desir- 
able?” Mr. Floun recently developed 
a plan to overcome most of the reason« 
for lost sales at their conception—at 
sales meetings to play up these points 
and make salesmen conscious of them 
when dealing with their customers. 
Salesmen are human, admitted Mr. 
Floun, and prone to weaknesses which 
prevent sales, but once given careful 
instruction to emphasize their bad 
points in selling technique, their “bat- 
ting averages” can be improved 
creatly. 

Here are the twelve most important 
reasons for lost sales which Mr. Floun 
listed for use in sales meetings. Out 
of 200 lost sales, the number lost for 
each reason would divide up approxi- 
mately as follows: 


. Ignorance of merchandise 50 
. Indifference baste 
. Improper handling of 


trade 23 


. Errors in address 20 
. Out of stock 17 
. Insolence of salespeople.. 12 
. Customers kept waiting . 11 
. Impatience with trade 10 
. Promises not kept... aa 


. Condition of stock 5 
. Unfamiliarity with stock. 15 
. Poor merchandise... 1 


And two hundred lost sales in any 


shoe department will show practically 
the same percentages and the same 


by JOHN F. W. ANDERSON 


reasons tor lost sales and profits, con- 
tends Mr. Floun. On some of these 
points, the “human equation” offers 
little hope for improvement, but in 
large part, it is possible to overcome 
these drags on turnover. 

Only 23 out of the 200 examples 
were lost due to conditions beyond 
the salesman’s control, which is a 
good indication of how directly the 
responsibility for good merchandising 
rests on the selling force. Where the 
store is at fault, salesmen are told of 
the fact, and apologies are made to 
the sales staff. 

Ignorance of merchandise caures a 
full quarter of the lost sales. This 
factor is now remedied by complete 


ALL OUR STORES ARE AIR-CONDITIONED 


Hest & Co. 


Fifth Avenue at 35th Street 


STACCATO! 


ORIGINALS 


BUT of Staccato, the exciting new 

heel designed by Customcraft to 
foreshorten your foot silhouette . . . to 
make it look younger and prettier. The 
season’s neatest trick of perspective, it’s 
seen to advantage in Best’s smart town 
oxford ... cool as a breeze in perforated 
black light -weight Summer suede. 
Mail and phone orders filled — Wlsconsin 7 - 5000 


‘ 











We expect that the Staccato is but 
the first of a long line of unusual 
heel treatments for Fall. 


educational meetings whenever a new 
type or model is received. All sales 
killing faults of this type have been 
listed off on a bulletin board in the 
department, and are called to the 
salesmen’s attention at every sales 
meeting, with a request that they do 
their best to overcome them. The re- 
sult has been a much more efficiently 
operating personnel, and a 50 per 
cent cut in the number of “might have 


been” sales in the department. 
* * ~ 


Three Dimensional Window 


A study in the use of plate glass 
in window design might be the title 
of the attractive Summer shoe window 
at Delman’s Shoe Salon, 754 Fifth 
Avenue, New York City. 

A two-foot-wide border of bloom- 
ing Summer flowers and shrubbery 
has been painted around the outside 
of the plate glass window. Two and 
a half feet behind the regular win- 
dow another plate glass window has 
been set up. And two and a half 
feet back of this another window glass 
completes the background. Each of 
these windows is also tastefully deco- 
rated with Summer flowers. The lat- 
est model Delman shoes are set up 
on stands of different heights and 
show through the Summer foliage as 
flowers on long stems. 


+ 7 7 
Our Customers Say— 


What better advertising could a 
shoe store have than the unsolicited 
letters of appreciations and repeat 
orders of satisfied customers? We 
can’t think of any better way to prove 
that you do a good job of fitting. 

And to put these salesmen to good 
use in the making of new customers. 
the Air Cushion Comfort Shoe Store. 
152 Greenwich St., New York City, 
has pasted about twenty-five of these 
letters across its windows. 
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BEST IDEA OF THE WEEK 
TESTED BY CHAMPIONS 
(Field and Flint Shoe Store, 417 Madison Ave., New York City) 


O. P. Ideator—“What is this, old shoe week in the 
Field and Flint store. What are those second hand 
shoes doing in the window? They look too wearable 
for many years to come. Are they to be thrown away? 
Possibly they are for the European relief?” 


Ass. Manager H. J. Covello—“You’re wrong all but 
one point. You're right that they have been used. 
But in reality they represent the feet that won the 
last two Open Golf Championships. One pair was 
worn by the winner this year, Lawson Little, and the 
other pair by the winner last year, Byron Nelson. If 
you will step outside, I will show you that there is 
an identifying card beside each pair.” 


O. P. Ideator—“I notice, according to the signs. 
that one pair was worn continuously by Nelson for 
108 holes and the other pair by Little for 90 holes. 
Yet, it seems to me, that Little’s have seen more 
wear than the other pair.” 


Mr. Covello—“Nelson put his shoes on brand new 
just before the beginning of the championship matches 
and wore them continuously while playing. Little 
had worn his for some time before he sent them to 


us. In fact he sent them to us before we even knew 
that he was wearing our shoes.” 


O. P. Ideator—“I notice that one pair of these 
shoes is in a wing tip style and the other more or 
less of a modified wing tip. Does this denote a trend 
away from the seemingly standard moccasin and 
sandal oxford types for golf?” 


Mr. Covello—*I think I can safely say that cham 
pion golfers are notoriously finicky about style. Yet 
they have to have shoes that are very comfortable. 
These shoes combine both features.” 


O. P. Ideator—-“I like your window idea. I think 
that in this day and age the public is sick and tired 
about advertising superlatives in the selling of shoes. 
The customer won’t listen to high pressure selling 
any more. But they will listen to facts. And when 
you can show them proof of the wearing qualities 
of your shoes, such as these visual examples, they 
have to believe you. Shoes worn by champions are 
sure-fire sellers to any and all golfers who wish to 
follow in their footsteps.” 








Take Your Choice 


The men’s shoe department at Saks 
Fifth Avenue, New York, has made up 
a Custom Shoe Book for the conveni- 
ence of the salesman in catering to 

the better shod man. 

“About 12 in. high by 18 in. wide, 
the book is made with pages of real 
leather. Snatches of upper materials, 
linings, eyelets, tongues, counters, 
linings, tips, heel treatments—all the 
various ingredients that go into the 
making of a shoe—are represented “in 
person” on the different pages of the 
twenty page book. The salesmen re- 
port that the actual presentation of 
materials and design treatments is of 
great value in the taking of orders on 
special designs and treatments in cus- 


tom footwear. 
* * * 


Selling Hints 

A prominent shoe merchant recently 
said that he expects recent economic. 
political and European happenings to 
have an effect on the retail shoe busi- 
ness, but he particularly emphasized 
that the wise shoe man will “stick to 
his last” and concentrate on selling as 
many shoes as he knows how in spite 
of what the weather is and the papers 
say. 

The retailer may talk about the 
weather, business conditions, politics 
and the shoe business, but he can do 
nothing about the first, little about 
the second and third, and more or less 


about the fourth depending on how 
much time he spends in talking about 
the first three. 

All of which leads up to this shoe 
merchant’s opinion that this may be a 
late Fall anyway, and he suggests the 
possibilities of three natural opening 


dates for Fall: 





2 P.M. TEMPERATURES 
LAST YEAR! 











August 20th—preface to school. 
September 20th—preface to football. 
October 15th—preface to Fall. 


And if this is going to be a late 
Fall, as this merchant intimates, we 
might bear in mind that this Summer 
is far from over as yet. The accom- 
panying temperature calendar repro- 
duced in a recent newspaper ad by 
Wallach’s, prominent men’s furnish- 
ings stores in New York City, shows 
us that there are many days left this 
season for the sale of warm weather 
footwear. 

* * * 


Open for Business 

In this day and age of varying store 
hours, it is often confusing to the 
public and to your customers in par- 
ticular, to remember what hours you 
keep your stores open, especially as 
in large cities closing hours of shoe 
stores may vary from five to ten. 

As an effective reminder, the Tru- 
Form Shoe Store, Fordam Road, New 
York City, has a small six-inch card, 
black set on white letters, set up in 
the corner of their window. 

A card of this type is especially im- 
portant this time of the year when 
many shoe stores are setting up a 
different schedule of Summer work- 
ing hours, for it’s no fun for a store’s 
out-of-town customers to come all the 
way in town for an afternoon’s shop- 
ping and discover when they get there 
that it is your holiday afternoon. 








HIE can’t explain why, but Edgar Bergen prefers 
heavy cowboy boots with elaborately stitched designs 
in lieu of any kind of slippers or soft shoes for 
lounging around the set at Universal. Edgar wears 
very heavy high boots for his pet passion, motor cycl- 
ing. His collection of wearable shoes is one of the 
most complete in Hollywood. 


LANA TURNER has discovered that the 1940 crop 
of college students aren’t interested in autographed 
portraits of actresses. The M-G-M starlet has received 
many requests from boys for the dancing slippers she 
wore in “Dancing CO-Ed,” and twenty co-eds want the 
identical slippers for the practical reason “I wear the 
same size.” Looks like Lana had better start her per- 
sonal shoe distribution business. 


* * * 


ELEANOR POWELL’S midget auto is royal blue with 
an insignia ‘of white dancing shoes on the hood. The 
little model has been affectionately dubbed by Eleanor 
as her “Fast Stepper.” 


* * * 


JAMES STEWART’S “lucky” shoes were right in 
keeping with his role of a clerk in a little leather goods 
and novelty shop in “The Shop Around the Corner,” 
the picture in which he is co-starred with Margaret 
Sullavan. The shoes are four years old. Stewart wears 
them at least once in every picture in which he appears. 
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Novel shoe fads are many in Hollywood's fashion 

parade. The newest was set by Paulette Goddard, 

Paramount star, with her self-designed “name- 

tape” dals of white satin strips printed 

with her name in whatever color predominates in 
the costume to be worn. 





Edgar Bergen Likes Cowboy Boots 


for Lounging . . . Shoes Instead of 
Autographs . . . Eleanor Powell's 
Auto Insignia . . . Jimmy Stewart's 
Luck Shoes . . . Edward Arnold 
Believes in Squeaky Shoes 

Fred Astaire’s and Eleanor Powell's 


“First Success” Shoes 


He purchased them originally for “Next Time We 
Love,” his first picture with Miss Sullavan, which 
started him on the way to stardom. Polished, treed, 
and kept in perfect repair, after each picture they are 
put away for the next one. 


* * * 


Once again, the player takes off his shoes. This time 
it is in a tensely dramatic scene for “The Earl of Chi- 
cago.” Robert Montgomery fires seven bullets into the 
broad back of Edward Arnold. Director Richard Thrope 
wants the stage stilled when he rehearses a scene. He 
has a keen ear and dislikes to hear his actors act. One 
noise disturbs him. It was Arnold’s squeaky shoes as 
he walked to a door, where the killing takes place. 
“Those your shoes squeaking?” the M-G-M director 
asks. “Sure,” Arnold replied. “These are my dramatic 
character shoes. You know, a big man would naturally 
have squeaky shoes.” “Not in this scene,” Thrope 
smiled. “What I want is dramatic silence.” Arnold 
played the scene in his stocking feet. 


* . * 


It was a great discovery for Fred Astaire and Eleanor 
Powell when the team reported for a tap number in their 
first co-starring film, “Broadway Melody of 1940.” 
While waiting to take their places before the micro- 
phone, Eleanor was careful to conceal her feet beneath 
a coat, while Fred tucked his under the chair. Sud- 
denly Eleanor forgot. The coat slipped, Fred stooped 

[TURN TO PAGE 40, PLEASE] 
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Personal Contact 
Wins Customers 
[CONTINUED FROM PAGE 11] 


People are impressed by such treatment 
and they come back for other purchases. 
Women often come in and ask for shoe 
laces for their husbands; and these 
same women often buy shirts or socks 
on the way out. 

Telephone contacts are very fertile at 
this store. Mr. Kohl encourages s.eady 
contacts by telephone. The customer 
list is open to all department salesmen, 
who are free to select anyone on that 
list for contact. Friends are natural 
contacis. . Standard cards are used, 
bearing name, address, shoe type, size, 
date, etc., so that all information is 
quickly available. The salesmen are 
working that card list constantly. Those 
who haven’t been in for six months are 
the logical prospects for personal tele- 
phone calls, and these may be called at 
any time of day that’s convenient. Sales- 
men often set aside one night a week 
just to go through the files. 

Telephone calls must be dignified, 
says Mr. Kohl, and the salesman must 
have a definite message. If he has such 
a message, he need not feel ashamed to 
call even if the customer is busy. If you 
are calling attention to a sale, you are 
working to save him money, or if you 
call with something directly in his line 
of interest, that too is to his advantage. 
The regular Fall and Spring seasons 
are fertile periods for phone calls be- 
cause you have new merchandise to talk 
about. The calls are really made just 
ahead of the season so that they will 
have the full effect. For instance, from 
Aug. 15 to Sept. 15 is a favorable time. 
The odd-size patron is a good prospect 
for phone calls any time when you have 
something special in his field. The calls 
must have a real message that means 
something. Dignified conversations are 
the rule. 

Close cooperation with other depart- 
ments of the store, particularly the sec- 
ond floor clothing department, brings 
considerable business to the Baker 
men’s shoe department. Mr. Kohl keeps 
the clothing salesmen working for him 
constantly by special stimulants and 
close contact. Not a day goes by thai 


he doesn’t visit the department and he | 


usually has shoes with him to keep the 
clothing salesmen shoe-minded. He 
maintains a display all the time where 
the tailor marks up the size, and he 
displays shoe cards in the fitting rooms. 

Contests keep the clothing salesmen 
on their toes to bring customers down 
to the shoe department. When a cloth- 
ing salesman completes the sale of a 
suit of clothes, he is glad to suggest 
that the store has some fine shoes to go 
with it. He brings that customer down 
to the shoe department if interested and 
gets credit when the sale is completed. 
When the customers manifest interest 
and are brought down, they are virtually 
sold. “We sell 95 per cent of them,” 
says Mr. Kohl. “The 14 clothing sales- 
men show rivalry in getting the shoe 

[TURN TO PAGE 37, PLEASE] 








Sizes and Styles for 


Every Type of Shoe 


—Men’s Women’s and Children’s 


Here are a few of the many types, styles and sizes in which the 
popular Fairy Shoe Forms are available. In addition, there is a wide 
range of beautifully modeled hosiery forms. This complete line 
meets every display requirement. and solves practically every shoe 


and hosiery display problem. 


Dainty, lightweight Fairy Shoe Forms are accurately molded over 
original lasts. They fit perfectly—forming every shoe to bring out 
the true style lines of each model. They are designed to emphasize 
important sales features—hugging heels, snug vamps, perfectly set 


straps and every other detail you would present in actual selling. 


Fairy Forms are very economical—long-lasting, washable, flexible 


and light in weight. 


Here are the perfect display units with many exclusive features. 
They are proven sales-builders and money-makers. Let us show you 


the complete line. Write today for catalog B-60. 


Address Dept. BS. 


SHOE FORM CO. INC. AUBURN, N. Y.. 
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Sellable Types in Fall Handbags 


[CONTINUED FROM PAGE 13] 


with the trend to browns, warm tans 
and coppers in ready-to-wear. 

Color, so far, is largely black, al- 
though one manufacturer in the $3 re- 
tail bracket quoted as high as 30 per 
cent brown to 60 per cent black. Others 
give brown only 15 per cent for the be- 
ginning of the season. Some high style 
manufacturers report more interest 
than usual in brown. Wine is also show- 
ing a little activity but very slight so 
far. Both these colors will probably be 
more popular for later selling in smooth 
leathers. It is as natural to start off the 
season with black suede in bags as in 
shoes. 

Black suede is definitely the color 
and the material for the first Fall hand- 
bag. Faille is being talked of by a num- 
ber of houses for the first material. It 
offers something dark and a change 
from Summer, but still light and not 
too wintry. Black broadcloth and simi- 
lar fabrics are receiving some attention. 
There are some very attractive, rich- 
looking bags in these materials. 

Another change from suede in the 
early lines is the use of smooth or 
crushed leathers. Calf and kidskin are 
the favorites and have made up beauti- 
fully into soft draped bags. Capeskin 
has been used in some of the cheaper 
bags. Alligator calf—and genuine alli- 
gator in the higher price ranges—is 
very good for tailored bags and is, of 
course, a natural for co-ordination with 
alligator shoes. 

And don’t forget that gold is still 
used on many smart bags. More and 
more names in full seem to be taking 
the place of initials. We have seen them 
used in several different ways—en- 
graved on a gold strip just beneath the 
top clasp, engraved down the wide 
metal frame piece on the side or en- 
graved separately and placed right 
across some portion of the front of the 
bag, as we show it here. The choice of 
kind of marking and its position is a 
very individual matter with a woman. 
We suggest, however, that you don’t 
forget this kind of sales appeal—the 
personal appeal—especially during the 
Christmas gift season. A bag with one’s 
own name or initials is not “just an- 
other bag.” 

Young bags—for the school and col- 
lege trade—are very attractive this 
year. Really practical ones come big 
and roomy, fitted with pad and pencil. 
We show one here in corduroy which is 
a perfect companion to the many cordu- 
roy sport clothes on the market. An 
entire corduroy promotion, in fact, has 
been planned by a big New York de- 
partment store. Entire outfits will be 
of this material, including shoes such as 
we show here. Another dressier cordu- 
roy bag model is being shown by an- 
other manufacturer, showing that this 
material has possibilities for more than 
one type of bag. 

Felt bags, also big and roomy and 
well-fitted for a college girl’s needs, are 


aiso very attractive in solid colors with 
plaid linings. Vanity cases are being 
featured for the college trade. One 
“Date” bag, pouchy and young, with 
a very jaunty ruffled top, comes in many 
colors and materials. 

The question of leather supply from 
European sources is not of any immedi- 
ate concern, the bag manufacturers re- 
port. Some of them had made extra 
provision in advance, not knowing what 
might develop in events abroad. Miss 
Ruth Kerr at a recent meeting reported 
to the New York Fashion Group that 
there was an adequate supply of foreign 
leather to last until next Spring. In the 
meantime, new sources are being de- 
veloped on this side of the Atlantic. 
Domestic antelope is one of these and 
of special interest to the bag trade. 


Hosts at Luncheon Preview 


New YorkK—The Grand Duchess 
Marie of Russia—“highest titled lady 
in the land”—joined with the United 
States Shoe Corporation recently in en- 
tertaining the press at a “Luncheon 
Pre-View of Fall Shoe Fashions En- 
sembled with Costumes from Current 
Openings.” The lunch and style show, 
given in the Perroquet Suite at the 
Waldorf-Astoria, were attended by a 
large and representative gathering of 
the press. Miss Alice Hughes acted as 
mistress of ceremonies and commen- 
tator. At the speakers’ table, presided 
over by the Grand Duchess and Joseph 
S. Stern, president of the United States 
Shoe Corporation, makers of the Red 
Cross shoes, were several guests of 
honor, including Miss Ona Munson, 
known to many as Belle Watling of 
“Gone with the Wind” fame; Hilde- 
garde, the singer, and Miss Mabel 
Winkel, talented shoe designer and cre- 
ator of many of the new ideas appear- 
ing later on the runway. 


A braid trimmed step-in with opened- 
up vamp and d’Orsay side line, from 
the Fall Red Cross collection. 


The Grand Duchess spoke briefly on 
the importance of comfort, as well as 
style, in shoes. She even attributed the 
good temper of American women to 
their comfortable shoes, telling of her 
own discomfort until she bought her 
first pair of American shoes. Her fam- 
ily were appalled by their bump toes— 
back in 1912—but she found them the 
“most comfortable shoes” she had ever 
worn. Miss Fredericka Fox of “Vogue” 
sounded a note of encouragement for 
business in her short talk on Fall fash- 
ions. 

The Style Show which followed ran 
off without a hitch from its opening 
display of an octette of pretty limbs 
(“cheese cake” in newspaper parlance) 
to its upside-down tap dance finale 
when a group of Ned Waybrun’s 
pupils performed intricate tap steps on 
their backs. The shoes prominently 
displayed in this number were versions 
of the “Rogue,” top-selling sport shoe 
in the line and first choice of the Grand 
Duchess. 

Shoes shown on the models included 
about 30 patterns. Different versions 
of the same shoe were run off quickly 
and dramatically by showing two colors 
on the same model, simultaneously, a 
wine shoe, for instance, on the left foot 
and a brown on the right. The Carlton, 
shown here in the accompanying photo- 
graph, is the biggest success in the 
Red Cross line. The Plaza, a V-throat 
elasticized pump, and the Rogue were 
other highlights, shown in a variety of 
colors, materials and heel heights and 
types. A carved wooden heel and bow 
ornament were among the novelties. 
Red Cross prediction regarding color 
in the Eastern States is black, closely 
seconded by brown, followed at some 
length by wine, green, grey and navy. 

A number of prominent fashion 
houses were represented on the run- 
way. Nylon hosiery from Humming 
Bird; bags from Koret; gloves from 
Aris-Merry Hull; hats from Lilly 
Dache; dresses from Charles Armour; 
suits from Helen Cookman; ensembles 
from Jane Derby; jewels from Edmond 
Frisch. 


Retires After 50 Years 
In Shoe Trade 


APPLETON, Wis.—J. L. Wolf is re- 
tiring from the retail shoe business 
after 50 years and is turning over his 
interest to Leon J. Wolf and Frank I. 
Steidl. The Wolf Shoe Co., which is 
located at 207 W. College Ave., has 
closed its Brown Bilt Shoe Store which 
was located at 308 W. College Ave. 


To Open New Unit 


PHILADELPHIA, Pa.—The Dial Shoe 
Company, Inc., 4608 Frankford Ave. 
here, have announced the opening of 4 
fifth store on or about September |, at 
18 South 52nd Street, here, after the 


completion of extensive alterations 
which are expected to cost approxi- 
mately $10,000. 
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NEW LOCATION... 
. , NEW YORK OFFICE 
100 EAST FORTY-SECOND STREET 


Chilton Company (Inc.) have leased the 
entire filth and part of the fourth floor of 


eg ‘ A'S Bae the Pershing Square Building, 100 East 
ie on one . Aond Street, New York City. This new 


cantly ! oe! location, covering 23,000 squere feet of 
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in their respective fields are these Chilton Publications: 


. THE IRON AGE, serve THE OPTICAL JOURNAL one REVIEW OF OPTOMETRY, the 
the metal working utstanding professional business ma zazine in the optical trode 

For Detailed Lid , Wie)i@) wo) Se publicotion covering all outomotive ser 
Information HARDWARE AGE. the leader in the "« yrdwore distr vice ond maintenance problems 
on any of MMERCIAL CAR JOURNAL, reaching the greatest number 

the above 

C T Et NOMIST. reaches more key depor’ 

CHILTON Se i seal 6 PP LO RABE AUTOMOTIVE INDUSTRIES, the technical authority in automo 
PUBLICATIONS tive monufacturing plants 
THE SPECTATOR AMERICAN REVIEW OF LIFE INSURANCE 


{ fleet operators and members of the truck trade 


reter to f T and SH R RDER. the authoritative weekly of the 
s.R.&D.S. hoe busin most quoted of oll insurance publications 
THE SPECTATOR PROPERTY INSURANCE REVIEW, modern 


Listings 
unusual from every 


THE JEWELER RCULAR-KEYSTONE, the recognized eod n form and style of writing Usetul and 


er and authority of the jewelry trade angle 


() CHILTON COMPANY (Inc.) 


Chestnut and 56th Streets, Philadelphia, Pa. 
100 East 42nd Street, New York, N. Y. 
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R&L 
Custom 


UNISHANE 
Steels 


Parallel Sides 
P. G. 


COMBINATION 
Welt 
McKay 
Turn 


Single Sole 
Stitchdown 


Custom 


UMC 


HE shank too is a bridge — between the heel and the ball — 
and it too is weight bearing to a degree that can only be de- 
termined by engineering skill. That is part of the service you 
get in buying shanks from the United . .. whose experts help 
you determine the correct shank for the style and purpose. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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National News 





Reservations Heavy for Boston Spring Show 





300 Exhibitors Signed Up for Volume Shoe Manufacturers 
Showing December 2-5 — First Event of Kind Under 
Auspices of New England Shoe and Leather Association 


Boston, Mass.—More than 300 res- 
ervations have been received for the 
Boston Shoe Fair to be held here by 
the New England Shoe and Leather 
Association on December 2, 3, 4 and 5. 
This is to be a volume shoe manufac- 
turers’ showing of Spring lines, the 
first of its kind to be held by this asso- 
ciation. 

“The success of this Boston Fair is 
already assured,” stated Louis H. Sal- 
vage, chairman of the association’s 
Boston Shoe Fair Committee, “with 
over 300 definite reservations already 
having been received by our committee. 
This high total of reservations is even 
More significant when it is realized 
that they were all made before the com- 
pletion of the association’s June Fair 
and represent one-half the total num- 
ber of exhibitors who displayed their 
lines at this show. Furthermore this 
tumber includes not only an over- 
Whelming majority of the leading shoe 
manufacturers in New England, but 
also manufacturers of every important 
shoe producing center in New York, 
Pennsylvania and the West.” 

“This December show,” says a state- 
ment issued by the association, “will be 
the first Spring opening ever conducted 
by the New England Shoe and Leather 
Association, which has been conducting 
for 21 years a highly successful Fall 
show in Boston during the Summer 
months. The decision to conduct this 
Official Spring Show was made by 
members of the association in recogni- 
tion of the fact that the majority of 
New England’s shoe manufacturers sell 
their products to large volume buyers 
who customarily place orders for 





Dates to Remember 


Annual Outing Greater Buffalo Shoe 
Retailers Association and Affiliated 
Shoe Trades, Walker’s Grove, Wil- 
liamsville, N. Y August 14, 1940 

Monthly Showing Chicago Shoe Trav- 
elers Association, Morrison Hotel, 
Chicago, Ill August 26, 27, 1940 

National Men’s Shoe Week 

September 14-21, 

Official Opening of American Leathers 
and Style Conference for Spring, 
1941, Waldorf-Astoria Hotel, New 
York............September 16, 17, 1940 

National Shoe Fair, Hotel Stevens, Chi- 
cago, Ill January 6, 7, 8, 9, 1941 

Michigan Annual Shoe Fair, Michigan 
Retail Shoe Dealers Association, 
Hotel Statler, Detroit, Mich. 

January 12, 13, 14, 1941 

Charlotte Shoe Show, Hotel Char- 
lotte and Hotel Selwyn, Charlotte. 
Dit -ctevessns January 12, 13, 14, 1941 


1940 


Joint Annual Convention Southwest- 
ern Shoe Travelers Association and 
Texas - Oklahoma Shoe Retailers, 
Hotel Adolphus, Dallas, Texas 

January 12, 13, 14, 15, 1941 





Spring shoes in late November | and 
early December. 

It has been emphasized by associa- 
tion officials that this show would be 
conducted fairly without any prefer- 
ence shown any member of the asso- 
ciation or non-member discriminated 


against. Furthermore, it has been 
pointed out that the showing of their 
Spring lines at this December show by 
New England shoe manufacturers 
would in no way interfere with their 
custom of exhibiting their lines at the 
National Shoe Fair next January.” 


Charlotte Shoe Show 
“Very Successful” 


CHARLOTTE, N. C.— Approximately 
1,200 buyers from Virginia, West Vir- 
ginia, North and South Carolina, 
Florida, Georgia and Alabama attended 
the fifth semi-annual Charlotte Shoe 
Show, held from Sunday, July 14, 
through Tuesday, July 16, at the Hotel 
Charlotte and the Selwyn Hotel, here. 
It is estimated that the business done 
will total at least $800,000. 

More than 75 exhibits were made by 
firms from fourteen states, and an out- 
standing entertainment feature was the 
“Broadway Brevities” show held on 
Monday evening. 

Officials conducting the show were 
Sam Croner, president; C. A. Daniels, 
vice-president; C. W. Smith, secretary; 
Al Bechtold, show manager and trea- 
surer, and R. D. Faircloth, show chair- 
man. 

The event is staged twice each year 
by the Southern Shoe Travelers’ Asso- 
ciation and Charlotte Chamber of Com- 
merce. 


Hart Joins Crowley’s 
As Basement Buyer 


Detroit, Micu.—Arthur Hart, for- 
merly with the H. E. Walton Shoe Com- 
pany of Boston, is now buyer for the 
basement shoe department at Crow- 
ley’s, Detroit. Mr. Hart is well known 
to the shoe industry here, having been 
superintendent and assistant buyer for 
Crowley’s for a number of years previ- 
ous to joining the Walton Co. 














New free book tells how 
PRE-FLEX Shoes 


give you 
sales-producing 
“magic’’ with 











1. Authentic Fashions — many of 
them reproductions of custom- 
shoes. 


2. Choicest parts of the choicest 
leathers. 


3. Tongue anchored at side — no 
slipping. 
4. High forepart, 7-eyelet feature. 
5. Right and left quarter patterns. 
6. Moulded leather counters. 
7. Pre-flexed outsole. 
8. Genuine flexible insole. 
9. Tungsten spring steel shank. 
10. No nails — heels fastened with 
fibre pegs. 











These 1O Unmatched Features 


Here are ten business peas 
talking points on PRE-FLEX Shoes 
—taken from the little book “The 
Amazing Story” — features that 


are loaded with “magic,” that en- 
able you to get a bigger share of 
the business in your community 
with these handsome, sensational 
shoes, retailing at $6.85 to $7.50. 


We honestly believe that in the 


ten minutes it takes you to read this 
little book we can prove to you that 
PRE-FLEX Shoes live up to these 
claims, with their unique combina- 
tion of materials and features built-in 
through the special process of PRE- 
FLEX Construction. 

See why we can challenge you with 
our statement that this is the great- 
est shoe value — dollar for dollar — 
in America today! 








*FLE 


@ 


. 


Crosby Square 


See how other leading retail- 
ers, who have welcomed the 
book, are cashing in on the 
power of this story . . . Write 
today for your free copy of ‘The 
Amazing Story of PRE-FLEX 
Shoes.” The House of Crosby 
Square, 2460 N. Sixth Street, 
Milwaukee, Wisconsin. 














Novel Idea in Trade 
Name Build-Up 


Sr. Louis, Mo.—While searching for 
a satisfactory name for its new line 
of $5.00 shoes, the Paul G: Williams 
Division of the Milius Shoe Company 
has been using a sock lining stamp 
with a pretty girl’s head—her eyes 
covered with a domino—and a line be- 
neath reading: “what’s my name?” 

This adroit use of the element of 
suspense served to build up interest in 
the name finally selected which was 
“LIFE-Stride,” adopted after eight 
weeks of searching, during which time 
over a thousand names were examined 
carefully. 





Paul G. Williams says that the trade 
has given the new line a fine reception 
and that he is highly enthusiastic over 
its future. 


Phil Green Joins 
Gardiner Shoe Co. 


Boston, Mass.—Philip H. Green, 
formerly with the Green-Barr Shoe Co., 
Lowell, Mass., is now associated with 
the Gardiner Shoe Company, Gardiner, 
Maine, manufacturers of styled wo- 
men’s walking type shoes, as salesman. 

Mr. Green will start on his first 
selling trip August 1 and will call 
upon his friends throughout the coun- 
try. 
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Charles Tweedie Honored 
For Fifty Years’ Service 


JEFFERSON City, Mo.—The Jefferson 
City Chamber of Commerce on July 16 
gave a testimonial dinner in honor of 
Charles Tweedie, president of the 
Tweedie Footwear Corporation, com- 
memorating his fifty years of service 
in the manufacture of shoes in that 
city. C. C. Carson was toastmaster, 
and in addition to him and Mr. Tweedie, 
the speakers were the Rev. A. B. Jack- 
son and Hugh Stephens. The program 
opened with the singing of “America” 
and closed with “Auld Lange Syne.” 





CHARLES TWEEDIE 


An interesting sketch of the career 
of Mr. Tweedie was included in the 
souvenir program for the dinner, en- 
titled “Fifty Years.” In the same 
month that John Tweedie opened the 
first factory of the Tweedie Footwear 
Corporation, it recalied, a son, Charles, 
was born in St. Louis, Missouri. Two 
months later Anna DeBeruff Tweedie, 
the mother, brought her son to Jeffer- 
son City and established the family 
home. 

Charles Tweedie attended elementary 
school to the eighth grade, before leav- 
ing to work in the shoe factory. He 
worked in each department, learning 
many jobs, which gave him a thorough 
knowledge of the entire manufacture 
of shoes. 

While a member of the office staff in 
the year 1900, he was married to Lil- 
lian Willamette Reid, daughter of Wi)- 
liam W. Reid, leather tanner and 
wholesaler, of Chicago. To them, two 
children were born, William R. Tweedie, 
a son, now vice-president and general 
manager of the company, and Mrs. T. 
C. Bruere, Jr., a daughter, now in St. 
Charles, Mo. 

Charles Tweedie has been a lifelong 
member of the Presbyterian Church of 
Jefferson City, serving as deacon, trus- 
tee and elder for 35 years. He is 4 
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Well-Traveled Insoles 


Battered but still whole, this case of Dorex insoling reaches its final destination 
at Dublin after an epoch-making voyage. 


CAMBRIDGE, Mass.—Some of the new 
shoes made by Dubarry Shoemakers, 
Ltd., of Ballinasloe, Ireland, will have 
real souvenir interest, according to the 
Dewey and Almy Chemical Company, 
Cambridge. 

The Darex Insoling in the case was 
ordered by Dubarry last September and 
was shipped for Ireland on the S.S. 
City of Flint. Seized along with the 
rest of the cargo when the Nazis took 
the ship, the insoling visited Murmansk 
and Bergen and was finally landed at 
Haugesund as the Flint prepared to 
return to America. 

After some time, Dewey and Almy’s 
shipping agents in England, Gerhard 
& Hey, succeeded in having the insoling 
reshipped for London on the S. S. 
Castor. But its adventures were by no 
means over. On the journey, the Cas- 


tor struck a submerged wreck in the 
North Sea, and, to avoid foundering, 
had to be beached at the mouth of the 
Humber. From this precarious situa- 
tion she was finally saved by the sal- 
vage association and docked at Bergen 
Wharf in London. Train and ship at 
last landed the insoling safe in London, 
and Messrs. Molloy Carroll, Dublin 
shipping agents, sent this photograph 
of the much-traveled case back to 
Dewey and Almy—more than six 
months after it first left America. 

Presumably smart shoes made with 
insoling that had been taken at sea 
by the Germans, interned by the Russi- 
ans, released by the Norwegians, and 
then shipwrecked on the English coast 
should add a mysterious, indefinable 
glamour to the feet of some fair Irish 
colleen. 





member of all Masonic bodies, locally, 
the Scottish Rite and Shrine. He has 
served as member of the City Council, 
City School Board and Library Board. 
He was one of the first members of the 
Jefferson City Municipal Golf Club, and 
one of the earliest members of the 
Jefferson City Country Club. He was 
a member of the Commercial Club, now 
the Chamber of Commerce; is a charter 
member of the Jefferson City Rotary 
Club, and has served in many civic 
and charitable activities. 

His membership through the com- 
pany was one of the earliest in the Na- 
tional Boot and Shoe Manufacturers 
Association, and for the company has 
served as member and director of the 
Associated Industries of Missouri. 

Many inventions patented by Charles 
Tweedie have been and are in use in 
the industry today. His reputation 
a8 an executive, as an authority upon 
pattern designing, upon leather, its 
use and value, and upon the subject of 
human relationships in industry, have 


gained for him national recognition of 
the highest character. 

In a historical sketch of the Tweedie 
Footwear Corporation published else- 
where in the program it is stated that 
this organization is the oldest shoe 
manufacturer west of the Mississippi 
River, tracing its beginnings back to 
1874, when A. Priesmeyer Shoe Com- 
pany was founded in Jefferson City 
by A. Priesmeyer and John Tweedie, 
Sr., the father of Charles Tweedie. 


Marott Ad Manager Weds 


INDIANAPOLIS, IND.— Frank North, 
well known advertising manager of the 
Marott Shoe Store, was married to 
Lillian Shuey, in Christ Episcopal 
Church, July 23. The wedding took 
place at high noon and the Rt. Rev. 
Richard Ainslie Kirchhoffer, Bishop of 
Indiana, officiated. The newlyweds will 
spend their honeymoon visiting places 
of interest in the south. 











—Retail at $3.00 
IT’S NEW! 
Furniture Heel 
and Furniture Bow 


An outstanding line for Fall. 
The bell-ringing success of these 
shoes at recent showings and 
conventions proves it. 

"Shoes with Personalitee” is 
a fast-selling, high-style line 
known from coast-to-coast as a 
proven profit maker. If you need 
a successful line of shoes to 
speed up the tempo of your 
trade, "Shoes with Personalitee” 
are made for you. 


Stock numbers of shoe featured: 


3819 Black Suede, high heel 
3820 Brown Suede, high heel 
3821 Wine Suede, high heel 


In sizes 2!/, to 9 and two widths 
Narrow and Medium 


IN STOCK 
Immediate to 10 day 
delivery 


PRICE $2.10 


LESTER PINCUS SHOE CORP. 
131 DUANE ST. 
NEW YORK CITY 
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Smart Long-Wear Heels Your 
Wedgie Customers Appreciate 


I T S$ Tuffies—very thin French and Cuban heel-lifts 
—are made in new modern outlines that fit the new 
Wedgie shoes perfectly. See to it that your cus- 
tomers get Tuffies on their re-heeling jobs and you do 
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Color Fall Windows 


and Price 





“1 — Orange and 
brown design—white 
board—price in biack. 


PRICE TICKETS i gm 


Attractively hand lettered in 
popular price denominations, 
or blanks. Several designs in 
stock. Samples available on 
request. 

6 Doz.—$!.10. 12 Doz.—$2.00 


100 tie 
200 tickets—$5.00 


Check with order please, un- for 


fess C.0.D. preferred. 


DISPLAY CARDS 





with Decorative 
Display Cards 


Tickets 











them a favor that adds to the popularity of your 
shoes and store—and that means more sales. For 
I T S Tuffies are of super-quality rubber that wears 
level longer; concave-convex shape for tight joint. 
It pays you to specify I T S Heels for all your repair 


service. 


THE |-T-S COMPANY + ELYRIA, OHIO 


on appropriately 
cards. 


Request. 


INAWLYWdaad ADIAYAS SINYHDYAW 





Each month, {4 informative 
and forceful selling messages 





designed 

















Detailed Informa- oD ) 
tion on Monthly = =i 
Service at Your v 
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Detroit Shoe Men Hold 
Annual Picnic 


Detroit, Micu.—The parking facil- 
ities of John Cowan’s mammoth coun- 
try estate were taxed to the utmost 
Sunday, July 14, when Detroit shoemen 
and their families formed an endless 
caravan out West Warren Road. Their 
destination was Cowan’s Picnic Grounds 
for the Third Annual Shoemen’s Pic- 
nic, which is always an event of ex- 
traordinary importance to members of 
the shoe trade, here. 

This year’s picnic was especially 
favored by the weather man who fur- 
nished the happy participants with an 
ideal sunny day with a temperature 
that would make Californians envious. 

The various committees of the shoe 
travelers and the retailers, who labored 
so diligently to make this an outstand- 
ing event, were well rewarded for their 
untiring efforts when every inch of 
space and every sport event was filled 
with participants who came, saw and 
conquered a most joyous day—a day 
that will long be remembered, espe- 
cially by the army of young Americans, 
aged ten to twelve, who took part in 
seven big events especially designated 
for the youngsters. But, like all good 
old-fashioned, typical American picnics, 
none would be complete without a fat 
men’s or a three-legged race and a 
baseball game between the travelers 
and retailers. The exciting ball game, 


Heel Interest in Du Pont 


Exhibit 








Wilmington, Dei.—Du Pont recently 
featured a display of Moulton-Bartiley 
shoes on the boardwalk at Atlantic City. 
The purpose was to show the use of 
their new product Lucite as a decorative 
material in heels. The display also em- 
ployed Lucite in the background figure 
as well as the fixtures. 

Names and addresses of visitors at the 
two-weeks’ exhibit were recorded and 
sent to Moulton-Bartley daily. Much in- 
terest has developed in this novel, pat- 

ented heel treatment. 





| 209 SOUTH STATE STREET @® CHICAGO, ILLINOIS 


played for six fast and furious innings, 
gave the retailers an early lead that 
resulted in a seven to four victory in 
their favor. 

Approximately three thousand spec- 
tators witnessed the ball game and par- 
ticipated in this outstanding annual 
day. R. W. Sutter and A. Gagnon, well 
known clowns of the Detroit Police 
Department, furnished continuous fun 
and laughter for the youngsters as 
well as their elders, with their antics. 

Charles Harris of the Hood Rubber 
Co. was chairman of the Michigan Shoe 
Travelers, and Sam Plotler, of the 
Original Sample Shoe Shop, headed the 
Detroit Shoe Retailers. 


Trade Literature 
Johnsonian Fall Catalog 


The Johnsonian Division of Endicott- 
Johnson Corporation has issued a very 
attractive introductory catalog in colors 
showing the complete line of Johnson- 
ian men’s shoes for Fall, 1940. The 
catalog is profusely illustrated with 
large half-tone engravings of the shoes 
comprising the Johnsonian line, giving 
a clear impression of lasts, patterns 
and materials. Also included are pho- 
tographs of various types of advertis- 
ing and display materials available to 
Johnsonian dealers. 
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Obituaries 


James E. Dempsey 


NATICK, Mass.—Services were held 
July 16 for James E. Dempsey, 90, 
vice-president and a director of the 
Farmington Shoe Company, Dover, 
N. H., who died July 13 at the Leonard 
Morse Hospital. 

A solemn high mass of requiem was 
sung at St. Patrick’s Church, followed 
by burial in St. Patrick’s cemetery. 

Mr. Dempsey was born at Milford 
but had lived in Natick for more than 
50 years. He leaves four sons, George 
Dempsey of Newton, treasurer of the 
Farmington shoe firm and president of 
the New England Shoe and Leather 
Association; Fred, of Hollywood, Calif. ; 
Walter, of Medford, and Frank of Hol- 
liston, Mass. 


Barney Lewis 

WASHINGTON, D. C.—Barney Lewis, 
63, who, previous to his retirement 
three years ago, conducted a retail 
shoe store at 333 Pennsylvania Avenue, 
N.W., for 40 years, died recently in 
Providence Hospital after a brief ill- 
ness. 

Mr. Lewis was the uncle of Saul F. 
Lewis, secretary and general manager 
of Boyce & Lewis, Inc., retail shoe firm, 
also of this city. 

He was a member of the Lebanon 
Lodge, No. 7, of Masons and the Addis 
Israel Congregation. His wife died 
several years ago and surviving him 
are a daughter and a son and four 
brothers. 


Milton B. Bauder 


ALLENTOWN, Pa.—Milton B. Bauder, 
manager of the basement department 
of Farr Bros. Shoe Store,, here for 
the past seven years, died recently of a 
heart attack while on a fishing trip. 

Employed by Farr Bros. for 26 years, 
Mr. Bauder was well known in the city 
and had many friends in the shoe trade. 

He was a member of St. John’s 
Lutheran Church and fraternally affili- 
ated with the Allentown lodge of Moose 
and the Fraternal Order of Tigers. 

Surviving him are his widow, three 
children, his father, two brothers and 
two sisters. 


Mrs. Mabelle Demarest Pierce 


RocHEsTeR, N. Y.—Mrs. Mabelle 
Demarest Pierce, widow of John H. 
Pierce, a former partner in the retail 
shoe stores of William Eastwood & Son 
Co., died unexpectedly at her home at 
= Oxford Street Friday night, July 


A member of one of the oldest 
Rochester families, Mrs. Pierce was for 
Many years a leader in social, church 
and philanthropic organizations. She 

ves her son, Madison W. Pierce, who 
is now president of the Eastwood com- 
pany, and two grandchildren. 


DELUXE GRADE 
6.50 to 8.50 up, including Deluxe Grade 
Slightly Higher West of the Rockies 





KNOWN FOR FASHION AND FIT. 


KNOWN FOR SUPERB CRAFTSMANSHIP AND QUALITY. 


KNOWN AS THE “PROFIT LINE" IN THE FINE SHOE FIELD. 





F. V. Hill Leaves 
C. B. Slater Co. 


West Hartrorp, Conn.—Fred V. 
Hill, who for the past 19 years has rep- 
resented the C. B. Slater Company, 
South Braintree, Mass., on the Pacific 
Coast, has recently resigned from that 
firm. 

During his many years on the coast, 
Mr. Hill has made many friends in the 
trade in this territory. At the present 
time he has not made any further con- 
nections, but hopes to find an opening 
in the near future that will take him 
back to his former territory. 


Memphis Store Leases 
New Location 


MEMPHIS, TENN.—The Cook & Love 
Shoe Store, now occupying quarters at 
42 South Main Street, has leased new 
quarters at 62 South Main. The firm 
has leased the first floor and basement 
of the building where the Gayoso 
Trunk & Bag Company is now located. 

The lease begins July 20. The build- 
ing will be given an entirely new front, 
attractively designed and a modern air 
conditioning system will be installed. 
New fixtures will be installed through- 
out. 


QUEEN QUALITY SHOE COMPANY « DIVISION: INTERNATIONAL SHOE COMPANY « ST. LOUIS 
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Workshoes 





STEEL TOE 











Women's Shoes 
HAND TURNED COMFORTS 
14 numbers IN STOCK 


DE CO, We. Reading 


wi 
ABBOTT SHOE 











ESTABLISHED 1855 











New Kidskin Tannage 


PHILADELPHIA, Pa.—William Amer 
Co. of this city have placed on the 
market a new kidskin tannage to which 
they have given the name Moun-Tan 
Goat. It is entirely new and unique. 
Purposely made coarse and high grain 
and consequently plump, it is especially 
adapted for casual, play and sport 
types of shoes for both men and women. 
Made in colors, it is a two-tone leather 
the top of the grain being in the domi- 
nant shade and the base of a contrast- 
ing color. Being naturally shrunken, 
and not stamped the surface has vari- 
ety of graining, which among other 
things enables the cutting of every 
single inch of the skin meaning, of 
course, no waste. 

The effect when made up into shoes 
is singularly attractive and its two- 
tone quality gives the antique finish so 
generally desired, but in this case ex- 
tended to the entire shoe instead of at 
the points of seams and perforations. 

Although just presented, it is stated 
by the house that its reception by ‘the 
trade when shown has been universally 
favorable. 
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Hartley with Junior 
Footwear, Inc. 


JACKSONVILLE, Fta.—John Hartley, 
formerly connected with Akra Bros., of 
this city, as buyer and manager of the 
shoe department, has recently joined 
Junior Footwear, Inc., 205 Laura 
Street, here, in the same capacity. 

Mr. Hartley is well known through- 
out the city and surrounding territory 
for his work in orthopedic fitting, espe- 
cially on children, and the store con- 
siders his addition to its personnel as 
a decided asset in its specialized fitting 
of children’s feet. 


Shoe Man Celebrates 
99th Birthday 


SALEM, Mass.— Thomas A. Corson 
was 99 years old Saturday, July 20, 
and of such courage and activity that 
he expects to pass the century mark. 

He was long a custom shoemaker, 
and he is believed to be the oldest re- 
tired shoe man in New England. 








pp NEW CUSTOMERS Y 


EVERY WEEK 


Graduates from Ideal Baby 
shoe sizes are ready for your 
juvenile department almost 
every day in the week. They 
replace the juvenile custom- 
ers who grow into adult sizes. 
To make sure of getting your 
share of the replacement 
customers to kee 
juvenile shoe sales ... 
corey Mrs. Day’s Flexible 
Walking Shoes. 


up your 


MRS. DAY'S 


IDEAL BABY SHOE CO., 
DANVERS, MASS. 
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Pre-Tested Model Shoe Store 


St. Louis, Mo.—Designed to focus 
attention on shoes at eye-level, the new 
BROWNbilt store front recently in- 
stalled in the Brown Shoe Company 
White House in St. Louis, champions 
the idea of building shoe windows 
basically to display shoes in an or- 
ganized manner, yet giving importance 
to promotion of store name, brand 
names and access to interior. 


head height and by its angled mirrors 
at base of bulkhead, which show condi- 
tion of window shopper’s shoes at a 
glance, the psychological purpose of 
which is to provoke a comparison of 
the old shoes being worn with the new 
shoes being shown in the window. 
The window at the right is designed 
to give effect to classification of shoes 
on display, thereby presenting bette: 


Attention value is the prime consideration in the exterior design of this model 


The average shoe store front being 
comparatively narrow, it must make 
up in attention value what it lacks in 
size to compete successfully with. its 
neighbors. Therefore, interest in this 
front is stimulated not alone by the 
gleaming richness of its all-glass fac- 
ing, but also by the variation in bulk- 


store. 


organization, which speeds up selling 
and also breaks up the monotony in 
appearance which characterizes the 
average shoe window. 

The window at the left, with the 
higher bulkhead, is highly potent for 
concentrated, mass selling promotions. 

Center-door fronts being of common- 
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MOTHERS ARE BUYING 


a 


peethearts 
FOR PERFECT 


Latest Government figures show 14.3% 
decline in infants’ shoe production Jan. 1 
to June 1, 1940. SWEETHEART sales 
are ahead. 

WHY are SWEETHEARTS actually 
bringing customers profitably to thousands 
of dealers? 

BECAUSE customers want them. 
Every Mother feels irresistibly that 
‘Nothing is too good for Baby."’ 

She wants the best shoes she can afford! 

Popular price — national advertising 
creates confidence—pre-welts of outstand- 
ing quality—scientific construction. 

KREIDER’S SWEETHEARTS 
are amazingly successful for sound enduring 
reasons. 

Invest a penny in a postal for details—prices 

—literature. 
AIL $1 & $1.25 to $1.49 
Sizes 1 to 9—in stock. 

Long wearing, 9% to 12 Pre-welts also in 
stock. “3 
CHICAGO 


Keehn Bros. 
PHILADELPHIA 
Hill Shee Co. 
BOSTON 
Spector Bros. 
N. Y. OFFICE 

w t. 


47 W. 3% St. 
THE A. $. KREIDER CO., Lebanon, Ps. 














Honored by Shoe Rebuilders 


ROCHESTER, N. Y.—William Pidgeon, 
Rochester shoe retailer, has been made 
honorary life member of the Rochester 
Shoe Rebuilders Association and pre- 
sented with an engraved certificate for 
“loyalty, cooperation and devotion to 
the interests” of members in helping 
to establish a scale of minimum prices 
for shoe repairs. 

Frank Groseffi, 545 Lyell Avenue, 
secretary of the association, made the 
presentation at a special meeting in 
his honor. He contrasted conditions 
here now, with reasonable prices for 
work, to the time five or six years ago 
when taps and heels were put on for 
as low as 25 cents a pair. 

After the aid of Mr. Pidgeon was ob- 
tained, he called on shoe repair shops 
in department stores, as well as job- 
bers, and enlisted their support of a 
plan for a scale of minimum prices 
which was finally accepted and is now 
in use. 

“The members of this association will 
forever be grateful to you,” said Mr. 
Groseffi, “because you helped us to get 
prices for our work making it possible 
to exist.” Accepting the honor, Mr. 
Pidgeon said: 

“It pays to cooperate one with an- 
other regardless of race, creed or busi- 
ness. A smile is the universal lan- 
guage; a helping hand is appreciated 
by all. No honor could be appreciated 
more than the one you have conferred 





| SCANJUNS 


STYLE SUCCESS 
FOR SCHOOL 


Groots open soon, so stock up on Scanjuns 


boys and girls. 


leather soles. 

Scanjuns are easy on .. 
anywhere. Order today and 
ask for FREE Bass catalog. 
G. H. Bass & Company, Dept. 
BS-48, Wilton, Maine. 


BASS SCANJUNS 


For Men and Women 








place rating prompted the designer in 
his quest for distinction to employ an 
off-center door. 

Shape, form or material cannot com- 
pete with light in attracting attention. 


all other materials, is intimately asso- 
ciated with light. Thus, gleaming, rich 
looking, structural glass is used for 
facing over entire front, the colors 
being neutral, light in tone value, but 


The interior of the store is designed for efficient selling in a stylish, cheerful 


atmos 


Accordingly, fluorescent, white light is 
used in these windows. Glass, above 


strikingly beautiful in combined color. 
Noteworthy are the logotypes of Bus- 


ter-Brown, Air Step and Roblee trade 
names which are etched in colors on 
glass and inlaid to form an integral 
part of the bulkhead. 

The BROWNbilt sign is of trans- 
lucent “vitrolux” structural glass, illu- 
minated from behind. The etched let- 
tering is opaque against the trans- 
lucent field of light, achieving a glow- 
ing attention-compelling sign of lumi- 
nous color at night and a «colorful 
presentation of the store name by day. 

Cost being a factor of paramount 
importance with the average shoe store, 
rounded shapes or other special forms 
are not used, making possible the prod- 
uction of this front, eighteen feet in 
width for approximately $1,500. 

The Brown Shoe Company believes 
that the element of style is of such 
dominant importance in the retailing 
of shoes that shoe stores should look 
the part and in their entirety should 
present a stylish, cheerful atmosphere. 

In keeping with that trend of 
thought, this company has developed a 
streamlined interior, placing displays 
of shoes, full length mirrors, chairs 
and sandal bars at points of greatest 
pre-tested efficiency. The Men’s Den, 
which also is an exclusive Brown Shoe 
Company development, is performing 
remarkably in promoting sales of men’s 
shoes. 

The color schemes are simple, neu- 
tral, light and cheerful. 





now. They're the campus choice for style and 
comfort, from high school to college . . . with 


Scanjuns for women come in tan, white, or straw 
uppers with leather soles... tan and white up- 
pers with crepe soles. For men, tan uppers with 


. easy off, can be worn 


TO 
BUY 


Inner Soles and Counters 














“CAN INNERSOLES 
BUILD GOOD WILL?” 


INNERSOLES - COUNTERS - WELTING | 
EDGAR S. KIEFER TANNING CO. 


Sales: Chicago, 223 W. Lake St. Boston, 42 Lincoln St. 
TANNERIES AT GRAND RAPIDS, MICHIGAN 





International Low Bidder 
On Army Shoes 


Boston, Mass.— The International 
Shoe Company of St. Louis was low 
bidder for an Army service shoe order 
totaling 452,028 pairs, at the opening 
held at the Boston Army Base, Monday, 
July 22. Contracts were not let im- 
mediately, however, as delivery terms, 
as well as price, are taken into consid- 
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eration in reaching a decision. The 
International was the only company 
which bid for the entire amount of the 
order, and their bid specified that the 
so-called “increase and decrease” clause, 
under which the Army reserves the 
right to increase or decrease any award 
should not be operative in this case. 
The International Shoe Company bid 
quoted a flat price per pair of $2.48, 
which compares with a price range of 
from $2.435 to $2.535 per pair, at which 





In the Army Now 


Captain J. G. (Jack) Llewellyn, of 
the Q.M.C. in the Army and well 
known representative of the Superior 
Shoe Company, of Chicago, in civilian 
life, was here photographed during his 
four-weeks training at Camp McCoy, 
in preparation for the second army 
maneuvers which take place in August. 

During the last war, Captain Llewel- 
lyn serve overseas in Belgium and 
France and during 1933, under the 
Blue Eagle, he actively supervised the 
purchase of footwear for the Army. 


orders totaling approximately 290,000 
pairs were placed on June 25. 

Bids opened July 22, in the order in 
which they were opened, were as fol- 
lows: 

Brown Shoe Co., St. Louis, 50,000 
pairs at $2.495, and 50,000 pairs at 
$2.545, or 100,000 pairs at $2.515; also 
150,000 pairs at $2.54 and 50,000 pairs 
at $2.645 or 200,000 pairs at $2.565. 

Joseph M. Herman Shoe Co., Boston, 
75,000 pairs at $2.52 and 125,000 pairs 
at $2.59. 

Hubbard Shoe Co., Rochester, N. H., 
25,000 pairs at $2.55; 25,000 pairs at 
$2.625, or 50,000 pairs at $2.60, plus 
an additional 25,000 pairs at $2.685. 

H. H. Brown Shoe Co., Worcester, 
Mass., 100,000 pairs at $2.74. 

Chippewa Shoe Manufacturing Co., 
Chippewa Falls, Wis., 15,000 pairs at 
$2.85. 

Belleville Shoe Manufacturing Co., 
Belleville, Ill., 25,000 pairs at $2.705. 

Weyenberg Shoe Manufacturing Co., 
Milwaukee, Wis., 60,000 pairs at $2.56. 

Hanover Shoe Co., Hanover, Pa., 25,- 
000 pairs at $2.66; and 25,000 pairs 
at $2.71. An additional bid for 25,000 
pairs at $2.61 was canceled by wire 
before the opening of the bids. 

International Shoe Co., St. Louis, 
452,028 pairs at $2.48, all or any part 
of which to be made in factories at 
Manchester, N. H., Kirksville and 
Washington, Mo., and Quincy, Ill. De- 
livery terms were 2 per cent in August; 
15 per cent in September; 33 per cent 
in October; 40 per cent in November; 
and 10 per cent in December. 

Holland-Racine Shoes, Inc., Holland, 
Mich., 20,000 pairs at $2.83. 

J. F. McElwain Co., Nashua, N. H., 
60,000 pairs at $2.60. 

General Shoe Corporation, Nashville, 
Tenn., 40,000 pairs at $2.57; 40,000 
pairs at $2.64 or 80,000 pairs at $2.60. 

R. P. Hazzard Co., Augusta, Me., 
42,000 pairs at $2.68. 

Hill Bros. Co., Hudson, Mass., 25,000 
pairs at $2.68. 








People. 





2 


Tue biggest advertisers today realize 


the all-importance of Point-of-Sale and 


are devoting more of their advertising 


to the Retail Merchant and his Sales 
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Fitting Corrective Shoes 
For Children 


[CONTINUED FROM PAGE 17] 


fitted to chilren may be furnished by 
simply examining the fourth and fifth 
toes of children. In the majority of 
eases those toes will be found bent— 
forced in toward the other toes. The 
great toe will also be found to be bent 
slightly in most cases. The too-soon 
swing of the last on either side is re- 
sponsible. Thus, even though the length 
and width may be perfect, the improper 
last may destroy the perfect size fitting. 

2. THE TOE BOX: Although this 
is actually part of the last, we shall 
consider it separately. In all recent foot 
surveys of children the shoes of more 
than half the number examined were 
called “too short.” However, on mea- 
suring foot length and shoe length it 
is sometimes found that the shoe, ac- 
cording to the measuring stick, is long 
enough for the foot. Then why the claim 
of shoes “too short”? Those persons 
making the survey determined whether 
a shoe was short by placing the hand 
in the shoe, and if a worn dent was 
found in the toe box the shoe was called 
short. Most shoe men use the same 
method. However, as previously men- 
tioned, it is sometimes found that the 
shoes are not too short, but that the 
fault lies with the shape of the toe box. 
If the slants starts too soon, or is too 
sharp, then the effect will be the same 
as a short shoe. The same slant applies 
laterally. (See Figure 2.) Whenever 
possible the last of the toe box should 
be high enough so that it does not press 
upon the toes. This failing is perhaps 
the main cause of ingrowing toenails in 
children and adults. 


3. THE SHANK: With so much talk 
about “arch support shoes” these days, 
the shank comes in for an important 
mention. Disregarding the metal shank- 
pieces for the moment, let’s consider the 
coordination of arch length and shank 
leng.h. The shank of the shoe is sup- 
posed to be in close harmony with the 
arch of the foot; the two are supposed 
to be closely mated. But how many shoe 
fitters give close attention to this im- 
portant facior? When the shank of the 
shoe is too long or too short for the arch 
of the foot, the rest of the shoe cannot 
hope to fit properly. If you select five 
pairs of feet of the same size, you might 
easily find five different arch lengths. 
Thus, the same shoe could not fit these 
five pairs of feet. In one case, for ex- 
ample, the heel seat would be too short, 
the shank too long and the forepart too 
long—even though the length of the 
foot and the length of the shoe were as 
a whole in perfect agreement. (See 
Figure 3.) Thus, size by no means de- 
termines proper fit. With different lasts 
the proportions of shoe parts (heel seat, 
shank length, forepart, etc.) are differ- 
ent. The fitter should fit a shoe with 
those shoe proportions as closely mated 
as possible to the foot proportions (heel 
length, arch length, ball forward, etc.). 

4. THE “COOKIE”: The “cookie” is 
a contoured wedge on the insole directly 
beneath the arch, its purpose being to 
support or elevate the arch of the foot. 
Theoretically, the “cookie” is an excel- 
lent device for foot support. However, 
it is sometimes found that the “cookie” 
is not in the proper place in the shoe; it 
is too far forward for most feet. Logi- 
cally, it would seem that the curve or 
contour of the “cookie” should follow 
the curve and contour of the arch. That’s 
exactly what most “cookies” do. How- 
ever, a study of the foot and weight 
stresses will quickly show that the line 
of weight does not fall at the center or 
highest point of the arch, but an inch 
or more back of it. This is the point 
where there is greatest pressure and 
where the support if most needed. This 
is the point where the highest and full- 
est part of the “cookie” should be. If 
the “cookie” is in this latter and proper 
position it really serves its intended 
purpose—to support the arch against 
weight stress. (See Figure 4.) 

5. THE HEEL: Logically, children 
should be kept in a low heel as long as 
possible, viewing it from a foot-health 
standpoint. However, corrective shoes 
are more and more using a wedged or 
Thomas heel in some form or other. 
Such heels are excellent for either weak 
or normal feet. They prevent the nor- 
mal foot from weakening and prevent 
the weakened foot from getting weaker. 
There is one point where caution should 
be taken: the height of the wedge. In 
any case the %-inch wedge is beneficial. 
Some wedges, however, are as high as 
% inches, which is quite all right for a 
flat or weak foot, but is too much for a 
normal foot. Thus, the fitter must be 
careful not to use the %-inch wedge 
heel on a normal foot. 


|... builds BETTER BUSINESS 


in Children’s Shoes 


An X-Ray Shoe Fitter in your children’s 
department puts a visible accent on 
fit. Even your most competent sales- 
people become more expert fitters . . . 
close sales faster . . . step-up their sell- 
ing capacity! 
X-Ray dramatizes correct fit as a 
feature attraction in your children’s 
department. .. shows actual foot condi- 
tions inside the 
child’s shoe... wins 
parents’ confident 
patronage... and in- 


X-RAY SHOE FITTER, Inc. 


3533 N. Palmer Street + Milwaukee, Wis. 








Personal Contact 
Wins Customers 
[CONTINUED FROM PAGE 25] 


department credits. To get such inter- 
department cooperation, you must stim- 
ulate real interest in it and keep chang- 
ing the contest or line of action.” 

Shoes are displayed in a regular al- 
lotted section of the front windows all 
the time; they are also shown in scat- 
tered groups with other merchandise. 
They are also shown with clothing on 
the second floor. One of the popular 
second floor clothing displays is labelled 
the “Balanced Wardrobe,” and shows 
five clothing forms in individual niches 
on a platform. Shoes are included in 
the ensembles which portray business, 
dress-up, evening, sports and country 
wear. 

Newspaper ads are employed twice a 
week—in Tuesday and Friday papers. 
The shoe ads are inserted alone, and 
sports pages are preferred. Lower price 
footwear is offered on Friday and bet- 
ter merchandise on Tuesday. The de- 
partment sells shoes at $4.85, $6.50, 
$8.95 and up. 


Guest in Canada 


INDIANAPOLIS, IND.—George J. Ma- 
rott has gone to Dickerson Island, 
in the Georgian Bay, Canada, for a two 
weeks’ fishing and vacation. While 
there he will be the guest of Walker 
T. Dickerson. 
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“ SALESMEN WANTED 


WANTED TO PURCHASE 


POSITION WANTED 





SALESMAN WANTED: Familiar with own 
established trade for New Jersey and Upper 
New York State, to carry complete, popular 
priced line boys’ and men’s dress and work 
shoes for New York Jobber. Will consider man 
with selling experience in boys’ and men’s shoes 
only. Commission basis. Address $827, care 
Boot & ~~ Recorder, 100 East 42nd Street, 
New York, N. Y. 





SALES REPRESENTATIVE to handle our 
Infants’ In-Stock Pre-welts, and Men’s Stitch- 
down Romeos. Commission basis. Can be car- 
ried with non-conflicting line. ll territories 
open. Real opportunity for volume sales and 
earnings. Address: Newton Shoe Company, 192 
Broad Street, Lynn, Mass. 





SIDELINE OR EXCLUSIVE—Nine patterns 
of sport oxford welts to retail at $3.00 and 
four patterns at $4.00, showing 35% to 45% 
profit for the dealer and paying 5% to 7% 
sales commission. No cash advances—only four 
territories now contracted. With application 
state territory covered, present lines carried 
and give character references. Address $731, 
care Boot & Shoe Recorder, 209 South State 
Street, Chicago, III. 





SIDE LINE SALESMAN WTD. 


SIDELINE SALESMEN WANTED: Michi- 

an and Indiana open for experienced men. 
Only producers need apply; we ship only well 
rated accounts. Opportunity to e extra 
earni with - at cckias shoes. Address $824, 
care "Boot & Recorder, 100 East 42nd 
Street, Ay You N. Y¥. 








IDELINE SALESMEN: If you are now 

calling on the retail shoe or shoe repair trade 
you can add $50 to $100 monthly to your earn- 
ings with a reasonable amount of effort. Na- 
tionally known products. Side line salesmen 
wanted in every State. Address 2828, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 





LINE WANTED 


gp gem PRICED shoe chain over 50 units 

seeks connection for men’s and children’s 
staples, ladies’ novelties for consignment stock, 
payable weekly. Send full particulars of your 
line. Address $730, care Boot & Shoe Recorder, 
209 So.‘ State Street, Chicago, III. 








ELL KNOWN SALESMAN who has suc- 

cessfully represented one concern on the 
Pacific Coast for 19 years is desirous of secur- 
ing a line of Women’s shoes for his territory. 
Has a splendid following with the best retail 
merchants and buyers on the Coast and can 
deliver a satisfactory volume of business to a 
concern manufacturing a reliable and styleful 
line of shoes. Best of references furnis! 
Address 2734, care Boot & waee 100 
East 42nd Street, New York, 





E FB cash for close out lines of ARCH 
SU PORTS, Dr. Scholl’s and other national 
brands. Send list of sizes and styles. D. L. 
Dave, 634 Monroe Street, Denver, Colorado. 





BUY 
Wholesale and - 
5 Shoes =< 


IRVIN } RUBIN 


89 Reade ited ~ Church 
Phone Barclay 7-7887. New York City 








SHOE STORES WANTED 
FOR CASH 


retailing men’s, women’s shoes from $6.50 
and up having short term leases. 
confidence to 


Write in 
A. L. BARIS, Pres. 
BARIS SHOE CO., 
79-81 Reade 


unusual references on request. 








Buyers of Surplus Stocks 
on” will buy surplus By | stocks of shees 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5578 








BUYERS OF 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
we for cash complete shee stocks. 
Brended or A. tt Drices. 

Write, wire or phone. 


CEASAR 
A Pa. 


BARSH 
14 8. Third St. 





Phone Market 











FOR SALE 





2 PAIRS odd, rare, old footwear, foreign 

and domestic. Will split for $2.50 per 
pair or $2.25 for whole collection. Appraised 
at $2,000. Floyd G. Frederick, 130 Main Street, 
Souderton, Pa. 





tee wad Equip and High ‘Grade 

odern Shoe Store fixtures for sale. An- 

pul, Geller Shoe Store, 2281 Broadway, New 
York, N. Y. 


BUYER OR MANAGER; Fourteen years’ ex 
perience—analyst and Statistician; New York 
residence. Willing to go anywhere for connec- 
tion with growing concern. Address $732, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 





FOR RENT 


CHOICE LOCATIONS, modern fronts, rea 
sonable rents, Chicago, vicinity and Wisconsin 
Address $729, care Boot & Shoe Recorder, 209 
South State Street, Chicago, III. 

FOR LEASE 








FOR LEASE 


SPLENDID OPPORTUNITY for good chil 
dren’s shoes. Space in high grade shoe 
store—100% location; new, modern front; now 
doing business in Men’s and Women’s shoes 
near New York. Address $733, care Boot & 
tee, 100 East 42nd Street, New York, 











New Lynn Shoe Firm 
Organized 

LYNN, Mass.—Vanity Shoe Co. has 
been formed by David Ashkenazy, his 
son, Harold, and his son-in-law, Simon 
Butman. The new company has taken 
equipment of the Liberty Shoe Co. of 
266 Broad Street and is making wo- 
men’s shoes of the popular novelty 
style. 

David Ashkenazy is treasurer of the 
Liberty Shoe Co. 

Mrs. Ashkenazy, president of the 
Liberty Co., is retiring. She sold shoes, 
chiefly to the New York trade, and 
supervised some branches of the fac- 
tory. 


C. A. Woollen Reopens Store 


GRINNELL, Iowa—C. A. Woollen, a 


veteran shoe merchant of Madison, Wis., 


has bought the Famous shoe store here 
and after rearranging the stock and 
making some improvements, held a for- 
mal opening on May 10-11. 

Mrs. Woollen will assist her husband 
in the store. 





rate for “Position 
should be counted. 


advertising is 
Advertisements for 





charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. 
a box number is desired twelve words should be added for the address. In all other cases each word of the 


CLASSIFIED ADVERTISING RATES 


and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 


Minimum charge, $1.25. 
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this page must be in our New York office on Friday of the week preceding publication. “™® 
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Rhea Nichols Contacts 
Club Women in Survey 


New YorK — Miss Rhea Nichols, 
stylist of Allied Kid Company, has re- 
turned from an extensive eight weeks 
trip through the South, West and Mid- 
dle West, contacting club women and 
retailers. This company has long 
favored constant contact with the 
weather vane of acceptable fashions, 
that is, the ultimate consumer. It is 
in.the interest of prevailing and devel- 
oping shoe fashions that Miss Nichols 
made a survey among these fashion- 
minded women at this time. 

Miss Nichols found the women she 
interviewed eager to express their 
views on footwear preferred for the 
present and following seasons. They 
are intensely interested in the shoe for 
the occasion. No longer do they expect 
all duty shoes to take them through 
their round of activities. They favor 
novelty treatments in Spring and Sum- 
mer rather than in Fall and Winter. 
Under no circumstances will they for- 
sake comfort for fashion. This in- 
teresting reaction may account for the 
widespread popularity for the more 
formal shoe with the midway heel. 

Miss Nichols sees the rising impor- 
tance of brown as an accessory color. 
She feels that women will buy brown 
in many of its tones, with their brown 
furs, their wine suits, their pigeon 
blue and light colored dresses. 

In her contacts with the retailers, 
Miss Nichols noted a great interest in 
mid-season lines. Although suedes will 
unquestionably lead in early sales, 
smooth and crushed leathers are fa- 
vored for second selling. The lines tend 
to simplicity, with less obvious but ex- 
pertly designed details. 


Discuss America’s 
Fashion Future 


New York—lIs America capable of 
becoming the fashion center of the 
world?—this was the issue discussed at 
a recent Fashion Group lunch held in 
the Ballroom of the Biltmore Hotel. 
Miss Estelle Hamburger presided in 
the absence of Miss Julie Coburn and 
Miss Elizabeth Ambrose introduced the 
speakers. Miss Mary Lewis, herself a 
well-known designer, made a special 
plea for recognition of the American 
designer as an individual. Paris fash- 
ions owe much of their glamour to the 
vivid personalities who originated them 
she said. We could do much to create 
interest in our Seventh Avenue gar- 
ment center if we would bring our de- 
signers out of obscurity and let the 
public know who they are and what 
they are doing. 

Mme. Helene Lyolene, the well-known 
Russian-born Paris designer, also made 
a strong plea for the American de- 
signer. Give them freedom was her 
plea. Mme. Lyolene has great admira- 
tion for the ability of the American 
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designers and thinks they only need to 
have a chance to use their talent unre- 
stricted. Creative ability does not de- 
pend on the place where the person cre- 
ating lives; it is something inside 
himself and only needs the chance to 
be expressed, she said in substance. 

Following the two main speakers, 
several experts in different fields ad- 
dressed the gathering of manufactur- 
ers, retailers, stylists and buyers. The 
problem of supplying fabrics, leathers 
and fine workmanship—embroidery, for 
instance—were all intelligently dis- 
cussed and it was shown that our own 
market should be adequate to meet our 
needs. Miss Ruth Kerr, stylist for the 
Calf Tanners’ Association and well- 
known to the shoe trade, gave informa- 
tion on both the foreign and domestic 
supply of leather. We have enough 
foreign leathers to last until next 
Spring. A domestic source for antelope 
has been recently discovered on our 
own western ranges, so supply of that 
leather is assured, independent of 
foreign markets. 


Good Will Travels Far 


RocHESTER, N. Y.—Imagine the sur- 
prise of William Pidgeon, 25 Clinton 
Avenue South, this week when he 
opened a letter and found in it an or- 
der from Japan for a single pair of 
shoes. 

The letter was from Willard F. Top- 
ping, 69 Shumtera - Machi, Himeji, 
Japan, and it said: “In 1938 I was 
fitted out by you with a pair of black 
shoes at $7.50. Now I ask you to send 
another pair of same style, black 155, 
size 10% C.” 

Instructions were given to send them 
to a missionary now on the Pacific 
Coast, who will shortly be leaving for 
Japan. The record of the previous sale 
was looked up and within a few hours 
the shoes were started on their journey 
of 7,000 or so to their buyer. 


MERCHANTS’ NEEDS 





TAL AY LF 
Shoe Re Shaping Devices 


a Alter Shoes to Fit 
Abnormal Feet 


© | pica: 
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DUNDE SHOE RE-SHAPING DEVICES. IN( 


753 Irola St., Los Angeles, Cal. 


Editor’s Outlook 
[CONTINUED FROM PAGE 18] 


“In a sense Miss Elliott is the 
guardian of the health and the pocket- 
book of every family in America. And 
she plans to prosecute vigorously both 
the economic and the welfare aspects 
of her job. At the moment she is be- 
ginning with pocketbooks. One of her 
first tasks is to watch costs. She is to 
make sure that the vast new orders of 
certain goods for defense do not cause 
any sky-rocketing of prices of shoes or 
sheets or sugar or any other household 
necessity for the millions of us on 
farms and city streets. It is her job to 
cushion and, if possible, to prevent 
such shocks to the family comfort and 
purse.” 


We give you all this so that we can 
lead up to the conclusion which we 
wish to emphasize, i.e., that shoes have 
an importance to the fitness of men 
and women for war, or for defense 
emergency, greater than any other 
piece of apparel and that if everything 
from jewelry to soft drinks is rushing 
to get under the blanket classification 
of necessitous retailing, then it is time 
for us to ask for priority indicating 
our importance in any scheme of war 
or peace. In fact, I would recommend 
Shoes as Classification A, in Class I.— 
Apparel. 


New Juvenile Shop 
Opened in Detroit 


DETROIT, MicH.—A modern new store 
devoted to children’s and growing girls’ 
and boys’ fqotwear, was recently opened 
on Kercheval Avenue, Grosse Pointe, 
Detroit’s exclusive east side suburb, 
under the name of Norton’s Juvenile 
Shoppe. Harry C. Moseley, who has 
been in the Detroit retail shoe business 
for the past twenty years and widely 
known throughout the Grosse Pointe 
district, where he has been manager of 
a juvenile shoe shop for the past four 
years, is manager. 





